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FOR FALL 


The Tweedies line for fall is built around a 
host of smart, new style merchandising ideas 
. . ideas that mean easy fitting—dquick sell- 
ing... ideas that reflect the most skillful 
" shoemaking backed by long experience and 
exclusive methods. Yes, there’s fashion news 
afoot for fall . . . it’s in Tweedies, alluring 
footwear. Tweedie Footwear Corporation, 
Jefferson City, Missouri. 


Style 2691-1 


A new pump in suede 
and shark with a touch 
of patent leather. Elas- 
ticized . . . so easy to 
fit and very flexible. 


“ 
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YOU 


© 


EARL W. DAWSON of Dawson 
Shoe Store, Owensboro, Kentucky, 
says: 

“We believe your editorial en- 
titled ‘Labor Day as a Selling Sym- 


bol’ is a very sensible discussion 





of a very sensible idea. Here in 
Owensboro, Kentucky, the shoe re- 
tailers banded together last year 
and tried to set the traditional 
‘dumping date’ of white stocks up 
from July 5th to the 15th, with the 
idea in mind that this year it could 
be set up for the latter part of July, 
thereby giving us the entire month 
of July to merchandise at a profit, 
and leaving us with August to un- 
load our odds and ends—well with- 
in the time when the public stil) 
wants to buy white shoes. The re- 
sults we obtained from last year’s 
move seemed very encouraging.” 
* * . 


ERVING N. JOSEPH, one of the 
leading shoe style authorities in the 
Chicago area, and who has two 
stores in Evanston, Ill., has great 


confidence in the future of wedges. 
In an interview in his local com- 
munity paper, he recently made this 
statement: “There can be no ques- 
tion that the wedges are a rev- 
olution in shoe design destined 
to become conservative tradition. 
Wedges should not be mistaken as 
‘just something new,’ but should be 
regarded as an innovation in de- 
sign that holds tremendous advan- 
tages for foot health. The support 
afforded by the wedge gives to the 
longitudinal arch a balance that is 








not possible in conventional shoes.” 
Mr. Joseph promoted wedges in his 
salon as early as 1937 and has de- 
voted almost half of his Spring 
collection to wedge stylings. 

* * 7 


WY ERE looking for a good 
sports season this year,” says Mau- 
rice Morger, manager of the Nunn- 
Bush Store in Denver, Colorado. 
“Because of a late Spring and 
extremely unsettled weather, we 
haven’t had much of a play to date 


[15] 


but we’re displaying our sport styles 
early and look for a real response 
just as soon as the weather stab- 
ilizes. I don’t think there’s any 
question but what we'll have a very 
good season once it gets under way. 





There is every reason to expect that 
business is going to be good and 
that sport shoes will have a stronger 
appeal this year than ever before.” 


7 7 o 


SHEAR MILLER, former Ottawa 
shoe merchant is wondering what 
to do about a 26-year-old shoe bill 
owed by one J. von Ribbentrop of 
Berlin, Germany—formerly of Ot- 
tawa. The present Nazi Foreign 
Minister purchased a pair of boots 
from Miller in 1914 when he was a 
wine merchant in Ottawa and, Mil- 
ler said: “ ‘Ribben’ as he was then 
popularly known evidently forgot 
to pay for them. He’s still on my 
books,” Miller said. “I remember 
quite well, it was early in 1914 
when he ordered the boots. Some 
day maybe I'll look up those old 


accounts and send him a bill.” 





[16] 


J. H. KLEIN of Klein’s Depart- 
ment Store, Sandstone, Michigan, 
says: 

“I am in favor of not making 
any changes. Leave Labor Day the 
first Monday in September. I do 
my Summer ‘housecleaning’ in 


July.” 
* * 7 


§ PECIAL officer Joseph G. Baglin 
of the Rochester Police Department 
tells about a bright young lad who 
has been shining shoes about town 
and who was alert to discover the 
power of advertising. Calling at 
Police Headquarters recently, the 
day before inspection was sched- 


uled, he sat down at a typewriter 
and pounded out a number of no- 
tices—one of which he placed in 
each of the several police bureaus. 
The notice read: 

“TI will be in Wednesday, A.M., 
from 10 to 11 o'clock, to get you 
ready for inspection.” 


A. L. BARIS, chairman of the 
Boot and Shoe Division in behalf 
of the United Jewish Appeal for 
Refugees and Overseas Needs, will 
call a meeting at the Hotel New 
Yorker on Wednesday, May 15th. 

The executive committee of the 
Boot and Shoe Division includes: 
Eugene P. Davidowitz, Diamond 
Shoe Company; Herman B. Del- 
man, Delman Inc.; Harry Eckstein, 
Frank C. Meyer Company, Inc.; 
Edwin Farian, Everett and Barron 
Company; Aaron Freydberg, Acme 
Backing Corporation; Louis Fried, 
Siegel and Fried; Leonard Fried- 
man, E. Friedman Shoe Co., Inc.; 
Max L. Friedman, Diamond Shoe 
Company; Robert Geller, A. Geller 
Shoe Manufacturing Company; 
Manuel Gerton, Saks Fifth Avenue; 
Moses Jacob, H. Jacob and Sons, 
Inc.; Benjamin Kellner, Kitty Kelly 
Shoe Corporation; Arthur A. 
Livers, Frank Brothers; Maurice 
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—Wouldn't it be wonderful— 

—If Mr. Consumer should say to Mr. 
Retailer: 
"| hope you are making a fair profit on 
these shoes you are selling me. For 
profits mean better wages and that's 
what we all need,” 

—And if Mr. Retailer should say to 
Mr. Manufacturer: 
"Be sure to figure in a fair profit on my 
shoes, old man; you're entitled to it. My 
profit isn't safe unless your profit is safe." 

—And if Mr. Manufacturer should 
say to Mr. Tanner: 
"Il want you to make a fair profit on your 
leather. No one branch of our great in- 
dustry can profit at the expense of an- 
other branch. And we all realize that 
the profit system is the only safe basis 
for full employment and national recov- 


ery. 

—Of course, this sort of reasoning 
seems highly idealistic, and even 
fantastic. 

—But the fact remains — just the 
same—that the purpose of busi- 
ness is profit, od: until you recog- 
nize the right of the other fellow 
to make a profit, your own chance 
of making a profit is decidedly in- 
secure. 


SU Tbe 


President 





Miller, I. Miller and Sons, Inc.; 
Dan Palter, Palter Deliso, Inc.; 
Murray M. Rosenberg, Murray M. 
Rosenberg, Inc.; Morris J. Saks, 
M. J. Saks Shoe Corporation; Sam- 
uel A. Schneider, Crescent Shoe 
Company; Benjamin D. Schwartz, 
Schwartz and Benjamin, Inc.; Sam- 
uel G. Staff, Julius Grossman Shoes, 
Inc.; and Stanley Weiss, Hearn’s 
Department Store. 
* * . 
CARL ESTERBLOOM of The Em- 
porium, San Francisco, Calif., says: 
“Variation in business is to be ex- 


pected—the same as the rising and 
falling of the tide. It is universal. 
We are preparing ourselves for the 
next rise of the tide—vacations, 
opening of Golden Gate Interna- 
tional Exposition and graduations. 
Our slogan is: ‘Make Hay While 
The Sun Shines.’ Various types of 
play shoes have only opened up a 
broader field; evening shoes are not 
worn on the beach; play shoes can- 
not be worn properly as business 
shoes.” 
* * +” 


BB. A. MUENCH of Muench’s 
Shoe Store, Polo, IIl., says: 
“Almost every time that my wife 
comes back from a shopping tour, 
she says: ‘I’m just about sick be- 
cause I can’t find what I want. The 
clerk says I am about a month too 


yee YOU SHOUD COME EARLIER — 
(paring ! 





late; “You must come earlier, my 
dear.”’ (Yes, the saleswomen call 
her ‘my dear,’ whether I do or not.) 
It seems in the women’s apparel end 
of selling they have to call them 
sweet names in order to keep them 
from ‘boiling over’ because they 
don’t have what they want when 
they want it. 

“Let’s not let the shoe business 
get so far out of gear that we have 
to start calling our customers pretty 
names in order to keep them sweet 
while in the store. The idea of ad- 
vancing Labor Day to about the 
15th or the third Monday in Sep- 
tember looks like a good opportu- 
nity to lengthen our selling season 
on whites and bring us nearer to the 
calendar date of Fall. And also help 
keep the shoe business geared to the 
seasons of the year.” 

* * * 
DENNIS ROSE of the Maurice 
Store in San Angelo, Texas, writes: 

“Labor Day should be symbolic 
of strong centralization of merchan- 
dising. The lack of a starting point 
for every merchant keeps many in 
the dark about whether or not his 
goods are slipping or still in de- 
mand. Labor Day should make this 


division.” 
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PHILIPPINE “Mountain” Snakes 
are being tanned and the natural 
design and pattern has found its 
way into shoes. Walter J. Harris is 
the proud discoverer of this “Moun- 
tain” snake market—which is rep- 
resented in this country by the 





Philippine Commercial Company. 
Distinctive skins are reserved for 
the high priced shoe manufacturer 
this season. At the moment, the 
supply of the skins is so limited that 
it has only had a play in the very 
high-priced field. 

As Walter Harris puts it: “I’m 
the proud father of a precious little 
rascal—the ‘Mountain’ snake of the 
Philippines. I’m full of enthusiasm 
for its smart styling possibilities.” 


* s * 


AS a yardstick for determining 
whether particular establishments 
are engaged in wholesaling or re- 
tailing under the Fair Labor Stand- 
ards Act, Col. Philip B. Fleming, 
wage-hour administrator, has ruled 
that “a retail establishment is one 
in which 50 per cent or more of 
the dollar value of total sales are 
retail sales.” 

Since the wage-hour law contains 
a specific exemption for retail em- 
ployees of most retail establish- 
ments but does not exempt em- 
ployees of wholesale establishments 
in interstate commerce, the question 
of the law’s applicability to organ- 
izations which perform both func- 
tions has been a subject of contro- 
versy. Heretofore, the wage-hour 
division has set up no definite cri- 
terion but has ruled that an estab- 
lishment is to be regarded as whole- 
sale if more than a minor part of 
its business is wholesale. The result 
was that the word “minor” was 
subject to varying interpretations 
and in the final analysis the cir- 
cumstances in each individual case 
had to be measured before a line of 


demarcation was drawn. 


To further clarify the latest rul- 
ing, wage-hour inspectors also have 
been instructed that the term “re- 
tail sales” is to be taken as meaning 
“sales to individual consumers,” 
and that “a sale for industrial or 
business purposes as distinguished 
from private consumption is not a 
retail sale.” 

These rulings are regarded as 
another attempt on the part of the 
wage-hour division to meet objec- 
tion to the law through administra- 
tive action in so far as possible 
rather than to seek relief via Con- 
gressional revision of the law. 

” . * 
G. H. WIRTH, INC., of Cedar- 
burg, Wis., write: 

“We do not favor the changing 
of established dates and customs for 
some fancied advantage to certain 
classes of business.” 

7” * * 
BJ. C. WILLIAMS of the Williams 
Shoe Store, Benton, IIl., says: 

“T think the later Labor Day idea 
is a good one and I endorse every 
progressive thought, for I think it 
would help every merchant to make 
more profit and at the same time 
clean his stock of Summer merchan- 
dise in time to enter the Fall season 
and cash in at the proper time. I’m 
very much in favor of having Labor 
Day moved up to the later date.” 





—_—_—_— » 
SPECIAL 
ON MEN’S 
OXFORDS 
THIS WEEK. 


OUR STYLES 
ARE AWEAY OF 
TOMORROW! 





Buy Your SHoES 
at SMITH’S. 


A. FELMAN COMPANY in the 
Boston Store, Joliet, Ill., says: 
“Personally, we do not think it 
would make any difference about 
changing the date for Labor Day. 
White sales will continue to start 
early—for there is a certain part of 


SS Not 
1 C3 teaY 


Dy>/ 





the public that wants Fall styles in 
August. Those who buy whites in 
August only want them for a matter 
of a few weeks—and expect them 
at a price. As a matter of good 
merchandising, it is good policy to 
clean up in the selling season, not 
at the tail end of the season.” 


* om * 


eB. W. KEENE of the Family Shoe 


Store in Monroe, Louisiana, writes: 


“I am very much in favor of a 
mid-September Labor Day and a 
strong drive for the first white clear- 
ance not earlier than July 20th. | 
think this is a very good move to 
train the merchants to stop cutting 
their own throats.” 











The advertising manager of a shoo store gets married. 














Background travel folders 
from Matson Navigation 
Co., Pan-American Airways 
System and Canada Steam- 
ship Lines, courtesy of Ray- 
mond-Whitcomb Travel 
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SHOES 


For a Summer Vacation 


“Bullet hole” perforations 
make this black suede pump 
an ideal shoe for hot weather 
days in town. “Punchinello” 
it is called by Andrew 


Geller, the manufacturer. 


Left—Multi-color sandal 
with white platform, wear- 
able with a variety of day- 
time and evening costumes, 
always cool and gay looking. 
Made by Valley. Shown 
here by courtesy of J. & J. 
Slater. Right—Newest ex- 
citement in wedge-heeled 
shoes, this “Air-Way” wedge 
sandal in smart black suede 
lined in red; comes also in 
white lined with blue. Made 
by Sbicca and shown here 
by courtesy of Oppenheim 
Collins & Co. 


Left—An ideal leisure shoe 
for house or outdoors is 
“Ranee”, a new moccasin for 
women made over the same 
last as the men’s “Rajah” ; in 
a variety of dark and me- 
dium colors; with soft toe 
and flexible sole. Made by 
Daniel Green and soon to be 
sold in Fifth Avenue stores. 


Middle—Another  soft-toed. 


) soft-soled shoe for Summer 


comfort, made in all-white 
pig-grain buck, or with navy, 
| black or tan trim. Made 
| and sold by Stetson. Right— 


_ Simple enough to wear with 


any daytime costume, smart 
enough to carry over for in- 
formal dining, this pump 
comes in dark linen with 


Arnold Constable & Co. 














When Packing Space Is Limited and Vacation Activities Varied, 


the Shoe Wardrobe Takes Careful Planning. 


We Suggest Types 


for Sport or Dress Occasions in Town and Country. 


ARE you one of those husbands who 
worries about the amount of baggage 
your wife needs for a two weeks’ vaca- 
tion? But when it comes to selling shoes 
do you try to sell your customer as many 
as possible? Both ideas are good. Vaca- 
tion baggage should be kept down to a 
comfortable minimum, but every woman 
should have enough shoes to meet her 
many and varied vacation needs. 

For the past seven months, Boot AND 
SHoe Recorper has been showing shoes 
for the Summer vacation wardrobe. We 
started with a resort story, “The Pan- 
American Way,” in the October 21st 
issue. This was followed up with reports 
on the National Shoe Fair in the first two 
issues in January. Our February 17th 
issue had a special fashion section de- 
voted to play shoes, rubber-soled play 
and sport shoes and a page of whites for 
every occasion from play to evening, for 


women of all ages and types. In our re- 
port on the Styles Conference in the April 
6th issue, we showed Spring and Summer 
shoes from casual to dressy wear. Finally, 
our fashion article, “The Pump Is a Ver- 
satile Shoe,” in the April 20th issue, fea- 
tured popular pump treatments suitable 
for Spring and Summer types. 

In this article we suggest six types 
which should carry a woman smartly 
through the twenty-four hours of her 
Summer vacation, whether she takes it in 
Alaska, Guatemala, Honolulu or tramp- 
ing through one of the World’s Fairs. 

For active daytime hours, we give you 
the walking oxford, sturdy but flexible of 
sole, popular in white with tan or blue, 
or all-white. For the woman who prefers 
an all-over black, navy or tan Summer 
walking shoe, you should have an equally 
soft but practical type, opened up to make 

[Turn To Pace 38, PLease] 
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TURNOVER 
You DON’T Want 


Time: 4 p.m., a very busy Saturday in 
season, 

Place: Fashion Front Shoe Store, Main 
Street, Bergville, U.S.A. 

Business: At peak with seats at premium. 


GRADY, in charge of the left aisle, swore silently. 
Just now, in less time than it takes to say “Jack Robin- 
son,” three of the extras had dumped “33’s,” turnover 
customers, into Grady’s lap. 

“Damn,” he thought, “why can’t those extras handle 
their own sales? The regular men have enough to do as 
it is without taking over ‘33’s’.” 

It was Grady’s job to keep things moving on his side 
of the store. He looked up the jammed aisle trying to 


spot a regular who wasn’t busy. But they were all busy. 
Two, three, and even four customers apiece. 

Grady glanced at the three waiting “turnovers.” One, 
a set-faced matron, was on the verge of leaving. Mr. 
Frank, the boss, would give him hell if he saw her walk 
out. Grady started for her, biting his lip. Then he saw 
Minter, one of the extras. 

“Busy, kid?” 

“No.” 

“Come on, then.’ 
extra on her. 

Grady caught the woman just as she was rising. He 
would have to make it quick. “I’m so sorry, madame,” 
he said. “This is our Mr. Minter, buyer for this sec- 
tion. Some new styles arrived this morning, styles 
which most of the salesmen have not had time to get 


? 


Nothing to do but use another 
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Why Better Training of Extras, Through Sales 


Clinies Preferably, Constitutes Worth While 


Insurance Against Lost Sales on Busy Saturdays 


In Two Parts: Part I— 


acquainted with. Now if you'll give Mr. Minter just a 
few more minutes of your time——-” 

The woman had re-seated herself. Grady nudged 
Minter to take over. He had lied, though he hated the 
line, to give the kid a good send-off. It would be a 
miracle if he could sell her. 

But there was no time to waste. Two more were 
waiting. The one in the black hat had the fidgets. She 
couldn’t be blamed either. Not one, but two extras had 
been unsuccessfully operating on her. 

Conjuring up his most ingratiating smile, Grady ap- 
proached her. The woman responded by puckering her 
lips. 

“They don’t seem to be able to find what I want,” 
she intoned peevishly. “Why can’t you help me?” 

“That is just my job, madame: to see to it that you 
are properly served.” 

“The last young man kept bringing me styles that 
weren't at all % 

Grady let her get it out of her system, running his 
eye up and down the aisle at the same time. It just 
wouldn’t do to turn another extra loose on her. If he 
could only find a regular. Damn it, and people waiting 
for seats. 

Just then he caught Harris’ eye. Harris, one of the 
top-notch regulars, came flying over. 

“How many you got, Harris?” 

“Two.” 

“You'll have to take this one.” 

“Okay, if you say so, but the one I got in the monkey 
hat over there is on the edge of deciding and I ought 
to be——-” 

“Can't help it, Harris. You know the rules. Get ‘em 
started, then go back.” 

“This is our Mr. Harris,” Grady said, turning to the 
waiting turnover. “You can bank on him to find what 
you want.” 

Grady caught his last “33” just as she was leaving. 


KNOWLEDGE IS POWER 


Better understanding of his stock, more knowledge of 

fitting, and general sales conduct, acquired at the Sales 

Clinic by the man at the fitting stool will often dispossess 

the ogre of a hard-to-suit customer and leave her smiling, 
eager and easy to sell. 


by MILTON FIGEN 


“Oh, I'm sure you can’t be leaving, madame. \ ou ve 
hardly allowed us time to———” Surprise, disappoint- 
ment, the desire to subject himself to any amount of 
sacrifice in order to insure the satisfaction of his cus- 
tomer—all these were reflected in Grady’s tone. 

The woman picked up her purse determinedly, but 
Grady’s manner had made an inroad. The hard lines 
of her face softened. “I’m sure that if you will allow 
me———” Grady accented the final word. The woman 
humphed. 

“You've certainly got some inefficient men employed 
here,” she said. “Why I even gave them the style num- 
her from the window.” 

Grady took the slip of paper the woman held in het 
hand. It was a running number, probably going so fast 
the stockboy hadn’t had time to fill in from the base- 
ment. 

In short order, Grady found someone to take care of 
the woman. Free, he paused to look around. Custo- 
mers, waiting to be served, clogged the ends of the aisle 
and choked the two cross-aisles. The place was a mad- 
house. If the new men just weren’t so damn ignorant 
of stock! 

For the moment, at least, he was caught up. He drew 


[TURN TO PAGE 65, PLEASE] 
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BEST RESULTS 


THERE is nothing magical about advertising—it isn’t anything 
mysterious or occult like pulling a trembling rabbit out of a tall silk 
hat or passing a sword through a woman’s suspended body. Adver- 
tising, in the last analysis, is just down-to-earth, common-sense 
application of a few tried and proven principles, based on an intel- 
ligent interpretation of human psychology. 

You have a product or a service, or both, in which you believe 
and for which you know there is a market. Your job—and inci- 
dentally, advertising’s job—is to let your potential market know 
what you have to offer. Literally translated, ad-vert (from which 
advertising stems) means “to turn attention to.” But it doesn’t stop 
there. After getting the attention of your potential customers, you 
have to hold it long enough to make them believe in you, your 
product or service. In other words, gain their confidence. The third 
step is to create a desire for your product—through pictures, or 
captions, or copy. 

What makes people buy—/acts, or impressions? We would say 
both. But psychologists know that of all forces which make people 
choose, subconscious impression is the strongest. Product facts are 


This group of ads plays the women’s field. Lower left 
and clockwise: First ad plays up style-comfort shoes to 
women of all ages. Follows line’s national campaign in 
headline and copy; second, spectator shoes with “racy” 
atmosphere and copy; third, price and style appeal to 
college girls; promotion of medium priced style- 
comfort shoes with name buildup; last, sty i 
playup of high priced shoes with stress laid on name. 








oe 
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important—style facts are important, so is reason why, 
but more important are those dominating impressions 
that linger long after the facts and reasons are forgotten. 

When a woman reaches the point of selecting a new 
pair of shoes, she probably couldn’t pass the most ele- 
mentary test regarding the detail of any particular shoe, 
but she has developed rather strong likes for a certain 
brand or a certain store. So, to communicate to your 


‘reader-audience the character uf your store, its person- 


nel and your product, this, as I see it, is the major 
function of advertising. 

Thus, a well-planned campaign, repeated with as 
much frequency and domination as your appropriation 
will permit, is the final answer—until your prospect 
responds subconsciously. Such advertising is certain to 
create more sales through creating more favorable 
impressions. 

Perhaps it was Confucius—though, goodness knows, 
too many sayings have already been attributed to him— 
anyway, some Chinese philosopher once said, “One pic- 
iure is better than a thousand words.” If that was true 





FROM YOUR 


During When They Want Them. Make People Want 
to Buy Through the Use of Appealing Copy in Ads with 


by HAZEL E. SMITH 


Advertising Director Innes Shoe Co., 
Los Angeles and Pasadena, Calif. 





GOOD FEET FROM LITTLE 


Lay the toundanon of your ctuid’s furure toot-health in these 
seurdy. screntfically buslt shoes In white, smoke or brown Elk 
Infants suze 5 to Misses and Boys’ } Priced aceording to size 


INNES HZ. 


7 
NEW LOCATION—SEVENTH Street of OLIVE 














ADVERTISING DOLLAR 


Advertise Shoes That People Want, Just Before and 


Frequent and Consistent Insertions in Good Newspapers 






thousands of years ago, how much more true in 1940 
when Life’s rapidly-rising tempo carries us on at almost 
break-neck speed! The modern advertising message, 
then, to be keyed to the tempo of today, must be so 
brief, so dramatic, that he (or she) who runs may read. 

Selling headlines, telling pictures, a few simple, sa- 
lient facts told interestingly and convincingly, a price 
that appeals, a clean-cut signature large enough to be 
easily read—enough white space to give “breathing- 
room”—there you have the ingredients of what should 
be a business-bringing, profit-building advertisement. 

I say “should be” advisedly, for there is actually no 
accurate yardstick by which to measure the merit of any 
given advertisement—except, of course, in the case of 
keyed, mail-order advertising. A certain advertisement 

[TURN TO PAGE 46, PLEASE | 


Below, children’s shoe promotions. Clockwise: First, 
selling casual shoes to the "teen-agers. Layout and copy 
in light, airy and youthful vein; second, patriotic theme 
in pictorial appeal to children and parents; third, small- 
space children’s ad with “reason-why” copy; last, small- 
space children’s ad with appeal to mothers in copy and 
children in spot illustrations. 
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Clever Display 


Slants 


FROM CURRENT SHOE WINDOWS 


THE Spring season of 1940 has produced some un- 
usually interesting and effective shoe display ideas, and 
it isn’t in the least surprising to find that not a few of 


them have to do with the all-important subject of 
wedges. A striking example of a display devoted en- 
tirely to this popular type of shoes is the “Lifties” win- 
dow shown herewith and used by William Hahn & 
Company of Washington in their F Street women’s 


shop, in Washington, in connection with a campaign on 
wedges which this firm launched with a striking news- 
paper advertisement on Easter Sunday. 

“We tested out the sale of wedge soles in a moderate 
way at the beginning of the year and received a favor- 
able reaction from our customers,” said Edwin Hahn, 
in speaking of this campaign. “However, since we had 
bought normal stocks of shoes with regular heels, we 


Left: This display by the Strouss- 
Hirshberg Co., Youngstown, Ohio, 
took first prize in a recent Styl-Eez 
window display contest held by 
the Selby Shoe Company. The 
display was centered on the con- 
sumer contest as advertised in Life 
magazine and the headline carried 
out this thought. 





Left: One of the windows drama- 
tizing wedges in the F Street 
women’s shop of William Hahn & 
Co., Washington, D. C. This store 
and three others of the firm 
showed nothing but wedges in 


their windows for a week. 


Right: This Ansonia window in 
New York is centered around a 
large tree, the trunk of which is 
covered in purple velvet. Sweeps 
of various colored drapes extend 
from the branches representing the 
foliage. The background is of 
ruffled material of blending colors. 
Shoes are displayed on pastel 
colored platforms with corsages 
placed among them. Designed by 
Benjamin Finkelstein. 


held back our promotion, building up our wedge sole 
stocks to stimulate the usually slack after Easter period. 
On Easter Sunday, we opened up with an ad with this 
headline: ‘Lifties Revolutionize Footwear Coast to 
Coast. Tremendous enthusiasm greets arrival of fore- 
most Liftie styles in Washington.’ The shoes were illus- 
trated with photographs to simulate a regular fashion 
write-up and the copy was the reprint of a fashion 
article previously used by this paper. 

“During the week, we had similar ads in the other 
local papers—each one tied in with their own fashion 
columns. Our ad on the following Sunday was headed: 


‘Washington Hails Lifties. Fashion experts acclaim 
[TURN TO PAGE 49, PLEASE | 


Right middle: The theme 
of this display of the Potter 
Shoe Co., Cincinnati, Ohio, 
was developed around the 
idea of cooking. “We've 
cooked up new Spring styles 
for you” the caption stated. 
A miniature chef and cook- 
ing and kitchen utensils 
spotted among the shoes car- 
ried out the idea. 


Right: A smart and unusual 
shoe window by Franklin 
Simon, New York, which 
gave emphasis to the last as 
the all-important feature in 
the shoes shown and said in 
its caption “The Story is in 
the Last that makes your 
foot look inches small in 
our exciting shoe exclusive. 
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“THAT SENIOR LOOK”. . . . PROMGZION NO. 1 


Timed for the young man’s and college business. This ad appears in Life, August 30. 
We are ready with a complete “Senior Look” window for your store—signs, newspaper 
ad service, direct mail cards, etc. Schedule this promotion for late August. 





“RED SKINS ARE COMING’... PROMOTION NO. 2 


Your second promotion is built around a really big shoe idea for fall—Roblee “Red 
Skins.” They’re warm, ruddy, copper color—full of sales appeal. Life, September 27. 
Saturday Evening Post, September 11. Complete window and other materials now ready. 
Schedule this promotion for mid September. 





“NEW THOUGHT IN SHOES”... PROMOTION NO. 3 


And it is a new thought. Roblee “Brawny Brogue” is the new heavy-looking brogue with 
the light-feeling flexible fit. It will also feature Roblee “Featherweights.” Saturday 
Evening Post, October 9. Special window and merchandising material for this one. 
too. Promotion scheduled for early October. 
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PRESENTS 


3 Lomplete 
New Promotions 


for Hoblee Hetailers this Fall 


Salesmen for the United Men’s Division of 
the Brown Shoe Company have just left our 
sales meeting in St. Louis with the finest 
line of men’s shoes and the strongest mer- 
chandising program we have had on Roblee 
since the line was introduced a year and a 
half ago. 

This program talks the retailer’s language 
and offers him three “*knock-out” merchan- 


dising events. 


These events are timed with color ads in 
Life and The Saturday Evening Post. 

We give you a complete “package” of 
merchandising and display material for each 
event keyed to the national advertising. 

Ask the Roblee salesman to explain this 
program to you. It’s a honey. 


Unrrep Men’s Drvision 


Socow. Sooe Gompany 


Manufacturers . . . St. Louis 


better See Qobler 
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OUTLOOMN 


Courage or 


THE next 12 weeks constitute a selling season of great 
importance because one type of shoe is universally 
salable throughout the land at regular prices. But it 
will be a miracle if common sense enters retailing to 
acknowledge that fact. Here we are, right on the door- 
step of the longest selling season of the year and what 
will we do about it? If we are merchants, interested 
in rendering a service and getting a profit, we will 
show whites to every customer, every day. We will, as 
one breed of real merchants, do a piece of showmanship 
worthy of the name of merchant, for the public has 
16 to 20 weeks of white shoe wear time ahead. 

The shoe trade is a funny trade indeed. It plans a 
white season as far back as November of the previous 
year. It selects and orders the shoes with care and con- 
fidence. It talks the subject of whites with a certainty 
of opinion and then, when the white season is about to 
open, it suddenly becomes conscious of the next door 
competitor and says: “We can’t let them beat us to the 
cut-price-sale.” 

We have been watching this phenomenon for years. 
We have come to the conclusion that it is a disease in 
the minds of shoe men. A common bug that hits them 
all in June and it is accompanied with a streak of care- 
lessness and cowardice on the subject of profits for 
June, July and August. Maybe they don’t just give 
a damn or the white June bug is “buzzy.” 

That same buying animal, the merchant, spends 
months on end to buy a full and complete line of Spring 
shoes, when he knows, by the whim of weather, that 
Spring is only a gambler’s choice—short or long in 
terms of a few weeks of intensive selling; and when it 
is over—throw the shoes on the clearance table. You 
would almost think that following that experience this 
Springtime that he would gather up his courage and 
say: “This is one Summer when we are going to make 
a profit on our whites, to make up for the dribbly 
Spring.” 

That’s the reason why we are putting some speed on 
the “thinking” ball, in the hopes that it will catch mer- 
chants all over the country in a receptive mood. 

The idea is this. Call a meeting like what they do 


Carelessness? 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


in Philadelphia and Dayton—two of the smartest shoe 
merchant towns in America. Then, the toughest talker 
in town stands up and says: “Are we mice or are we 
men?” And shows them all that he who departs from 
the policy isn’t a merchant but a low-down storekeeper 

. or words to that effect. Then, so help me, in that 
town the customers are assured of not only the first 
pair of whites but the possibility of a second pair in 
the proper fit and proper fashion. 


Remember this, there is no shoe in the entire 
year that is bought with such sweet satisfaction to 
the customer as whites. It is the time of the year 
when the sun and outdoor, travel and vacations 
compensate for the works, fevers, ills, colds and 
everything else of an entire year. It is the one 
time of the year when health is more abundant. 
It actually is one time of the year when the public 
is more willing to pay regular prices—if it wasn’t 
for this mental disease possessed only by mer- 
chants who are filled with fears. 


Strange to relate, the only cure is to localize the dis- 
case. We can talk about a national clearance date unti! 
we are black in the face, to no avail; but we can sug- 
gest a common sense remedy to localize the infection 
and cure it, man fashion, by a mutual understanding 
among merchants—that they will give the customer a 
white season instead of a retreat from sun and sanity. 

Things are moving on in the world of trade, to indi- 
cate that retailing is growing up. It is putting aside the 
playthings of the past. It is beginning to appreciate 
the words of St. Paul: 


“When I was a child, I spake as a child, I 
understood as a child, I thought as a child: 
but when I became a man, I put away child- 
ish things. For now we see through a glass, 
darkly.” 





Sea 














QO . OO Aa 


- 


BOOT anno SHOE RECORDER, May 11, 1940 


[29) 











Curtain going up on new Fall Line 


Lipo lenge 





The first week in May our salesmen start on the 
road with the Trip-A-Long line for Fall. For style, 


value, and complete range of patterns we believe 


you will find no equal in the $5.00 field. 


Trip-A-Long offers the retailer a fine all-around 
proposition, featuring style shoes with latest em- 
phasis on new heels and attractive patterns in 
medium heels. Trip-A-Longs have a strong selling 


feature in the resilient cushions scientifically placed 


SUSAN—Black suede, black 
elasticized faille with black 
faille how. 20/8 breastlock heel 


in the heel, under the longitudinal arch, and at the 


base of the metatarsal. 

Trip-A-Longs are priced to retail at $5.00 and 
more. 

Our commands to the factories are “Full-speed 
ahead!”—and that means early Fall delivery for 
Trip-A-Long retailers. To know more about this 
fast-moving line, write today so that our salesman 


can see you on his first trip. 


STYLE 
SHOES 








Forest Park Shoe Gompany 


Division of Brown Suor Company, 1610 Washington Ave., St. Louis, Mo. 





BOOT anp SHOE RECORDER, May II, 1940 


Simplicity in design and 

proportion feature the new 

Werner windows where the 

new plan makes possible 

the showing of varied 

types of shoes without con- 
fusion. 


Streamlined Windows 
FEATURE NEW WERNER FRONT 


U nit Display Window Plan of Frank Werner Co., San Francisco, 


Calif., Simplifies Dramatization of Shoes and Accessories and Per- 


mits Several Group Showings Instead of One Main Display 


SIGNIFICANT evidence as to the part architecture 
plays in modern retail merchandising is the recent in- 
stallation by Frank Werner of unit windows in that 
company’s main store at 874 Market Street, San 
Francisco. 

This type of window, designed to display small 
groups of related shoes and matching accessories, was 
first introduced experimentally in the Werner Oakland 
store, and proved so successful that the same plan was 
carried out in San Francisco last fall in the Werner 
Slipper Salon at 255 Geary Street in the heart of the 
fashionable shopping district, and attracted wide inter- 
est among the city’s feminine population. 

Under the Werner unit plan, the windows on each 
side of the store entrance have been rebuilt into four 
smaller window units, each complete in itself. This is 
accomplished in the background construction, which 
partitions the windows so as to give a separate stage- 


setting effect to each unit. 


With the installation of unit windows in the Market ° 


Street Store featuring moderately priced shoes and ac- 


cessories for women, as well as men’s and children’s 
shoes, the Werner organization claims a 100% score for 
modern up-to-the-minute display methods. 

A radical departure from the usual store architecture, 
the display units serve as an aid to women shoppers by 
demonstrating to them the smartness of various acces- 
sory tie-ups. Bags, gloves, costume jewelry and hosiery 
are displayed with shoes to demonstrate the effectiveness 
of matched accessories and simplify shopping for the 
customer. 

The style of architecture used is simple and restful. 
The store entrance was refinished in warm oyster white 
with window bases of Roman Travertine marble. Let- 
tering, specially designed to lend a decorative note and 
treated as an actual part of the architectural plan, tops 
the windows with names of shoes featured exclusively 
by Werner's, such as I. Miller, Foot Delight, Stetson 
and Walk-Over. Soft green indirect lighting behind this 
lettering lends a warm note of color specially pleasing 


to the eye. 
| TURN TO PAGE 46, PLEASE | 
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Kripp 
FOOT REST 


SHOE 


Krippendorf has only one baby. In this age 


of specialization, we serve store and wearer best 


by devoting all the resources and skill of our 





organization to one line of | root rest Facts 


NATIONALLY ADVERTISED 


ly in Good Housekeeping, Vogue, 
e rnal, McCall's, The Instructor 


. . e Contin 
smart, Cincinnati-made fea- | isis 
ALL CINCINNA Tl MADE 


The only feature line s built 


in its price class that i 
entirely in a | ecogn zed shoemaking center 
skille 


ly arge, © i 
I h } | j, L h F A R L / Third generation of d workers 
All our skill and resources are devoted to making 
one single line Best in America, at this price 
70 SHOES IN STOCK 
* 
EVERY FOOT REST IS A SEWED SHOE 
- . , +. 
Nationally Advertised WELTS AND LITTLEWAYS 
. 


$ = 0 ¢ r4 _ SMARTEST STYLES 
6 a to aid 6? Ye ALL WITH FOUR SPOT COMFORT 
y / A— Heel Cushion 
e > 1 B— Rolled Insole, aids poise 
Slichtly Higher Denver West \@! 4 
é re | C— Metatarsal Cushion 
| \f | 
| — 


j . D— Snug Heelast, hugs heel 











THE KARIPPENDORF-DITTMANN CO., Cincinnati, Ohio 


MAKERS OF WOMEN’S QUALITY FOOTWEAR FOR 72 YEARS 
New York Showroom: Marbridge Bidg. 
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U.S.M.C. Orchestra Holds Annual Concert 


Boston, Mass.—The ninth annual chairman of the board, down through 
concert by members in the Boston of- heads of departments, and even some 
fice of the United Shoe Machinery Cor- in the earlier and more humble stages 
poration was celebrated in full form at of the corporation’s employ. 
the Hotel Bradford on Friday evening, The program was one of unusual in- 
April 26. As in previous years, the terest and featured solos by Miss Olive 





o 
THE U.S.MC 
& TIM 












PLAYING ; > 
ENJOYS P + 





oceasion centered in the very excellent Appleton and Harry Newcombe, both : . | 
concert given by the office orchestra of whom were most enthusiastically re- Me — recently appointed manager = fal 
, : , en’s Shoe Store at 1325 Washington 
made up entirely of employees in the ceived and responded to several encores. Street di ” 
Boston office, who, under the direction Immediately following the concert Stree » according to an announcement 
of Joseph C. Stout, office manager, have program the floor of the big ballroom issued by R. G. Goldberg, Pacific Coa 
arrived at a stage of proficiency which of the Hotel Bradford was cleared and ™#nager. 
is a source of great pride. dancing to the excellent music provided 
This orchestra is one of the most un- by the Beverly Factory dance orchestra Allen store in Los Angeles for the past 
usual organizations, inasmuch as it em- went on until a late hour. The orches- 
braces all ranks in the corporation’s tra, of which Joseph C. Stout is con- with the company’s head store in ‘t. 
employ, from Sidney W. Winslow, Jr., ductor, now number 39. 
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Joyce Wins Important 


Patent Suit 


Los ANGELES—In a decision handed 
down by Federal Judge Leon R. Yank- 
wich, the Joyce Cool-ee patent No. 2,- 
067,963 on shoe construction was held 
valid and infringed by the Fern Shoe 
Company. The Court also held the de- 
fendants guilty of unfair competition 
as to certain of defendant’s shoes. 

The case was tried before Honorable 
Charles G. Montgomery, as Special 
Master, who filed a report recommend- 
ing judgment for the plaintiff, Joyce 
Inc., on certain of the Fern shoes. 

Judge Yankwich, in a lengthy opin- 
ion, said in part: 

“We would be discouraging instead 
of promoting invention (U. S. Constitu- 
tion, Article I, Sec. 8, Subdivision 8) if, 
in a structure or a device patent, we 
permitted a deviation from the method 
of construction of an important element 
of a combination either by joinder or 
splitting of elements, to destroy a con- 
tribution to the art which, limited 
though it be, is yet entitled to protec- 
tion. (See: Art Metal Works, Inc., v. 
Abraham and Straus, 1939, 2 Cir. 107 
Fed. (2) 940.) 

“Infringement is not avoided by di- 
viding parts of a combination or by in- 
tegrating them. . . . More so, when car- 
ried into practice, it has met with great 
success, to which those in the same com- 
petitive field have paid the compliment 
of slavish imitation. I am of the view 
that the accused structures just de- 
scribed and the one which was De- 
fendant’s Exhibit 5 and each of them. 
infringe Claim 4 of the patent in suit 

“T am also of the view that, through 
their simulation of material, color. 
scheme, form and appearance in De- 
fendant’s Exhibits 1, 2, 5, and 5A, the 
defendants have been guilty of that 
unfair competition tantamount to fraud 
which courts condemn.” 
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Transferred to 
Michigan City Store 


LAPorTE, IND.—Merle Brady, who 
has been manager of the shoe depart- 
ment in the LaPorte Montgomery Ward 
& Co., store, has gone to Michigan City. 
Indiana, to the firm’s store in the same 
capacity. 
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Hirsch to Manage 
Allen’s Shoe Store 
OAKLAND, CALIF.—Robert M. Hirsch 












Mr. Hirsch has been employed in the 












two years, and previous to that was 







Louis for two years. 
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LOOK c BILLIKE 


AMERICA’S MOST PROGRESSIVE JUVENILE LINE 


For Billiken is well-worth looking at. Rebuilt for a fast, 
competitive market it brings you selling advantages unique in 
Juvenile shoes, and most important to your fall volume. 























. 





New, brighter styles, over scientifically graded lasts, with 
shorter backparts for fit . . . Kidskin quarter linings, non-rip back- 
parts, right and left quarter patterns, genuine shark tips, calfskins, full 
grain elks, and quality sole leathers that make contented customers. 









And prices held rigidly to a standard to protect your essential 
mark-up. Well-prepared advertising on a cooperative basis and ample 
dealer helps to sell more Billiken shoes for you. 







Pius *Billiken TWIXIES—a new addition to this famous 
line of shoes; 314 to 6—for your important "Teen Age market. 













Now you can secure all your children’s shoes, from a child’s 
8 to a big girl’s 6, without a break in size—in Goodyear welts, and 
in light, dressy, flexible Sbicca-Del Macs from Billiken. 











At the Boston Shoe Fair, Parker House, Room 570, 
Midwest Shoe Fair, Cinti., Netherland-Plaza, Room 617 







TO RETAIL AT 
‘pro *4 


992—Big Girl's Billiken Twrxte, Congo 
Brown Suede Kid Gore Bow “Pumpee” 
Pump, Toffee Tan Calf Tip, Bow and 
Foxing, Super Flexible Sbicca-Delmac 
Process, Kid Quarter Lining, 914/8 
Leather Heel, 40 Last, AA, A, B, C, 
34% —6—$2.40. 992—Same Style in 
Misses with 8/8 Leather Heel, A, B, C, 
124% — 3 — $2.25. 993—Same Style, 
Sizes and Prices as 992 in Black Suede 
Kid, Black Calf Trim. 





Billkeve Saleoman 


now on te way 


Wo 2ce you BILLIKEN DIVISION 


LYNCHBURG  Craddock-Torry Shoe Corp. VIRGINIA 
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BUT ISN’T THAT ANOTHEI 
| STYLE MAN SOLVING 
HIS HIGH HEEL PROBLEM 
ee BY USING 
‘BREASTLOCK HEELS? 















1 : It probably is—because Style Men 
everywhere find that BREASTLOCK 
HEELS enable them to attain new 
close-coupled effects and eliminate 
the danger that comes from using 
high Cuban Heels. 








Formerly Style Men didn’t dare try for close-coupled 


effects on high straight-front or Cuban heels. Finally 





we found out what was wrong with high heels and did 






something about it. We offered style men heels that 





were scientifically designed to strengthen the shoe at 






its weakest point, the heel breasting; heels designed to 






eliminate kick-back and kick-under; heels designed to 






eliminate wobble. 







And you’ll be pleased to know that, in spite of all these 






advantages, most types of shoes cost no more with 


BREASTLOCK HEELS: some cost less. 







Reg. U. S. Pat. Off. 
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Father’s Day—June 16 


“Father’s Day last year pushed 25 
per cent more business into retail 
tills than the same cooperative week 
in 1938.” This year is expected to 
see a proportionate increase. Retail 
businesses are realizing the impor- 
tance of Father’s Day and that for 
gifts to men it ranks second to Christ- 
mas. It might be emphasized that a 
store will take out of Father’s Day 
just what it puts into it. Those who 
promoted the day fully last year prof- 
ited accordingly—those stores which 
reported little extra return for the day 
were those which neglected their pro- 
motion. 

The National Council for the Pro- 
motion of Father’s Day, Inc., 9 East 
41 Street, New York City, is selling a 
combination of 4 Father’s Day post- 
ers, each piece embodying an excellent 
4-color painting by artist McClelland 
Barclay, for $1.00 per set. They are 
also selling one inch Father’s Day 
stamps to use on letterheads, en- 
velopes, packages, etc. 

The Council is a non-profit organi- 
zation of representative leaders in as- 
sorted business categories, and has 
been promoting a behind-the-scenes, 
months long, active drive to acquaint 
businesses with the advantages to 
be gained in a concerted promotion. 

* * . 


Cooperative Promotion 


Last year’s joint promotion of 
“White Shoe Week” by the shoe stores 
and departments of Columbus, Ohio, 
was so successful that it will be dupli- 
cated again this year, reports Pierre 
D. Hale, manager of the Columbus 
Retail Merchants Association. 

The shoe windows, newspapers and 
personnel of the stores are all being 





of the campaign. Special white shoe 
windows will be unveiled Saturday 
night, May 11th, and newspaper ad 
vertising will begin May 12th and con 
tinue all week. Here is an example of 
retailer cooperation for the benefit of 
all. 





well as we do. So. past as 2 reminder 
youl Gad you oil “go fer” and go 


hed 
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573 MADISON AVE. 
bret. Sale 5 70h Site 
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A Public Service 


The Wise Shoe Store, 5418 Fifth 
Avenue, Brooklyn, New York, is do- 
nating 2 per cent of its gross sales 
for one week to the Norwegian Relief 
Fund. 

The idea was suggested by assis- 
tant manager Jack Cogert who be- 
lieves that not only will the money 
go for a good cause, but also the 
gesture will create considerable good 
will among their customers in a 
neighborhood in which there is a con- 
siderable percentage of residents of 
Norwegian descent. 


* + 


“Wedges—the sole of comfort—the 
height of fashion.” 
(Pessemiers Fifth Avenue, Seattle) 


The Manager Sells Too! 


Paul’s Shoe Store of Kansas City, 
Missouri, which caters to an extremely 
style conscious trade uses an extra 
sale policy that has proven very profit- 
able. After a salesman has fitted a 
customer, the manager or assistant 
manager approaches the customer, 
welcomes her to the store and then 
inquires of the salesman: 

“Have you shown the lady our new 
so and so style?” 

The salesman always answers, “No, 
I haven’t.” 

“I would like to hear what she 
thinks of the shoe,” the manager re- 
plies. (All this conversation, of course, 
is carried on in the customer’s pres- 
ence. ) 

While the salesman is gone to get 
the new style, the manager explains 
that he wants to get her reaction to 
a new shoe they have just received 
and will appreciate her opinion, add- 
ing something like, “They’ve been go- 
ing very well in the South and East.” 

The customer is drawn into ex- 
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BEST IDEA OF THE WEEK 
YEAR IN AND YEAR OUT 
(J. & J. Slater, 415 Fifth Avenue, New York City) 


O. P. Ideator— “Your advertisement in the Sunday 
paper of an attractive walking shoe stood out conspic- 
uously in a paper full of ads of high style shoes.” 


Charles H. Henkel—“Yes, that’s our Runaround, 
one of the most popular and successful shoes in our 
store. We've carried that shoe in our stores for six 
years and the demand for it seems to grow with the 
years.” 


O. P. Ideator—“We're supposed to be in an era in 
which styles change overnight, and yet you tell me that 
on smart Fifth Avenue the public still calls for this 
basic type of shoe.” 


Mr. Henkel—*“As a matter of fact, the only change 
we've made in this shoe in six years is to make the 
perforations slightly smaller so that women can wear 
them in the winter too.” 


O. P. Ideator—“Haven’t you noticed a tendency 
along the Avenue for shoe stores to neglect these basic 
patterns and money makers in this flurry to meet the 
fashionable woman’s every whim?” 


Mr. Henkel—“To tell you the truth, I could name a 
number of stores here in New York City that have 
dropped staple shoes from their stock because they 
were not selling.” 


O. P. Ideator—*What’s the Slater secret of success 
with this type of shoe for after all you do a pretty 
fine job with popular fashion shoes also.” 


Mr. Henkel—“It’s no secret or miracle. it's just a 
steady consistent promotion. We may do a good busi- 
ness in high style shoes but I assure you we don’t 
neglect our year in and year out money makers. 

“In the ten days following the ad you saw of the 
Runaround we received more than sixty orders through 
the mail alone. We keep around 2,000 pairs of this 
shoe in stock, in all sizes and widths, in all colors, 
and many deep in each size. And, most important, 
we check over our stock once a week so that we're 
never caught short. We’ve been sending this shoe for 
years to customers that we've never met and they al- 
ways come back for more. It’s an excellent last for 
fitting and we sell this shoe year after year—no re- 
turns, no complaints, no problems. To tell you the 
truth we never even put this shoe on sale, but just run 
an ad now and then and the orders come flocking in 
from all over the country. 

“Recently, we received an order for this shoe from 
a woman in Virginia, who wrote that she had been 
having considerable difficulty in finding attractive 
street shoes for her particular foot. We sent her the 
shoes and she was so delighted that she sent in the 
money before we could even bill her. She also wrote 
that she would like us to pick out a shoe to go with a 
new outfit she had just bought and which she de- 
scribed to us. All of which just goes to show that if 
you can please a customer's feet once and gain her 
confidence, she will rely on your better judgment and 
shoe experience to satisfy all her shoe needs in the 
future.” 











amining the new shoe closely and if 
she shows considerable interest it of- 
ten leads to a sale then or in the near 
future. 

Paul’s also place a jar of shoe 
cream on every third chair and report 
that they sell far more of this product 
te customers who examine it while 
being fitted—without it even being 
suggested — than they do at the 
counter where it is regularly dis- 
played. 


* * + 


Call of the Wild 


In the Spring a young man’s and a 
young woman’s fancy turns to 
thoughts of nature and the outdoors. 
The Interborough Subway System in 
New York City is well aware of this 
and the current edition of their Sub- 
way Sun is a full page poster on the 
theme HIKING and shows the con- 
venient starting points on the subway 
system for hikes through the popular 
city and state parks. 

If the subway system can see a 
natural promotion this time of the 
year between their transportation ser- 
vice and the hiking spirit, surely the 


shoe store selling walking and hiking 
shoes for men and women, should get 
on the band wagon with an outdoor 
window or interior display at this time 


of the year. 
* * * 


Cat & Dog Sale 


In the merchant’s language cats 
and dogs are items the customers 
didn’t care for. 

A New York Store has a window 
full of merchandise that needs to be 
moved off of their shelves as soon as 
possible. “If there isn’t anything in 
the window you care for, maybe your 
friends will” reads the sign in the 
window. 

Prices on the items are lowered 
every three days until all are gone 
but the public is warned—‘“Don’t for- 
get—the best go first.” 


e @.®@ 


Free Movie—but no Bingo 


“The Public wants to know” is a 
growing consideration in consumer- 
retailer relations. 

In furtherance of their public’s 
education Macy’s, New York depart- 


ment store, is running a “Scientific 
Movie about Your Feet” in their 
women’s shoe department. 

This 24 minute movie which took 
two years to make consists in large 
part of slow motion pictures of case 
studies of women walking barefoot, 
in their usual style shoes and in cor- 
rectly fitted orthopedic shoes. The 
showings have been unusually well 
attended by men and women who 
want to learn how important correctly 
fitted shoes are to foot health, posture 
and to promote a general healthy ap- 
pearance. 

* o * 


“Model Shoe Garden” 


D. Meyers & Sons, Baltimore shoe 
manufacturers, have recently put out 
a folder catalog of 19 “American 
Beauties” for Summer activities and 
Summer profits. 

“Plant them in your store . . . and 
watch your Sales Grow like this!” and 
to make the parable realistic in the 
center of the folder they have placed 
a small quantity of real flower seeds 
implying that “Shoes, like flowers, 
grow as they are planted.” 
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MONEY-SAVERS 
**x”? SERIES 
with strong lap back con- 
struction that saves 25 cents 

on every pair. 


W-1013 


NEW LOW LINES 
1000 SERIES 


Ankle-Hi and Twinkle-Toe 
only. For Oxfords and Beach 
Sandals. 


Special 
No. 3005 & No. 3006 
For Elasticized Shoes 


be 1940 Styles 


Look at your 1940 line of smart new women’s 
shoes. See them “in the raw”, without benefit of ex- 
pert modeling. Note how elasticized models “pucker 
up” like wrinkled prunes. How straps sag as though 
discouraged and how soft foreparts slump into shape- 
less bunches. Only an expert could love them. 


But put those same shoes on the correct Fairy 
Forms and watch them take on smart shape, style 
and lively selling appeal. Watch sales jump, too, 
when Ankle-Hi’s demonstrate how straps set off 
trim ankles, when Tu-Toes wink thru tiny toe open- 
ings and when Twinkle-Toes fill out otherwise hope- 
less beach sandals. 


Check your stock today and order the Fairy 
Forms you need to give your shoes the display they 
deserve. Get Special sloped heel models for elasti- 
cized shoes, Lap-Back models for average styles and 
the new Low Ankle-Hi’s or Twinkle-Toes for oxfords 
or beach sandals. 


See them all, with the complete line of Fairy 
Hosiery Display Forms in the new Catalog No. 60. 
Mail the coupon today for your free copy. 


Shoe Form Co. Inc., Auburn, N. Y., Dept. BS-5 


Please rush my copy of Catalog No. 60 showing 
the new forms for displaying women’s shoes. 
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Shoes for a 
| Summer Vacation 
[CONTINUED FROM PAGE 19] 


it look and feel cool and light. Women 
who expect to engage in active sports 
| will probably replace this leather-soled 
version with a rubber-soled oxford. 
| For all the informal, not too active 
daytime hours, we suggest this soft 
| little moccasin. It can serve as both 
play and boudoir shoe, equally at home 
with house pajamas, tailored slacks or 
| play skirt and bra. The play or leisure 


| shoe market is a large one. Other pos- 


sibilities include a rubber or cork-soled 

shoe in fabric or leather. The problem 

is to choose a model that best meets the 
| individual customer’s vacation wardrobe 
needs. Find out what colors and kinds 
of leisure and casual clothes she is 
planning and advise her as to what 
shoe will go best with these. 

No Summer shoe wardrobe is com- 
plete without at least one pump. We 
suggest two here—the one in dark linen 
relieved with touches of contrasting 
leather, the other in dark perforated 
| suede. (Dark accessories with Summer 

clothes, by the way, are very fashion- 

right this season.) The linen pump 
| shown here will go with many Summer 
costumes because it is. that happy com- 
bination of a tailored silhouette with 
somewhat dressy detailing. Women who 
like new ideas will be delighted with 
its interesting back treatment repeated 





| on the vamp. Other women, who prefer 


their tailored shoes to follow classic 


| lines, will choose a spectator pump in- 
stead; in all-white or white with color. 


Many vacations—especially visits to 
the New York and San Francisco Fairs 
—will demand some town as well as 
country shoes. The woman who wants 
to look her smartest in her dark sheer 
or print will certainly pack a pair of 
dark suede shoes for restaurant lunch- 
ing and dining. She may include either 
or both of the dark suedes shown here. 





And, finally, we suggest that nicest 
of all Summer shoes, the multi-color 
sandal, or the all-white sandal, ideal 


| complement for the season’s filmy even- 
| ing cottons and not too formal for 


afternoon wear. A shoe like this—plus 
the right hat, bag and gloves—can be 
worn to dress up a very simply tailored 
daytime pastel or white dress. 


| Moves Factory and 
| Sales Rooms 


New YorK—The Modern Orthopedic 
Appliance Co. has moved to new and 
larger manufacturing and selling quar- 
ters at 109 West 26th Street, here. This 
is the third time the company has moved 
to take care of the press of increasing 
business since its establishment in 1932. 

The Modern Orthopedic Appliance 
Co. specializes in the manufacture of 
arch supports, metatarsal pads, the Slip 
Nott hose saver, and specialized or- 
thopedic requirements for shoe stores 
and findings companies. 
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E HAN LUCK 
: BIG CATCH — 


an "Some fish with worms and large expectations” wrote Henry Van 
at Dyke in Fisherman's Luck. There is a moral in that statement, particularly 
= for those fishing in the rapidly-flowing streams of the shoe business. 
al Fishermen there have exacting Smee | placed upon them. They need 
n- the help of whatever will attract, allure and appease. 


be KISTLER “BENCH-BRAND” SOLE LEATHER 


a stands pre-eminent among such products. If you would fish, confident of 


results, remember this—BENCH BRAND Sole Leather on men's shoes 
enables you to give greater value for the dollar. They have both the 
appearance of quality and the substance of quality. Trade, detecting 
that, will react to it repeatedly. 
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BOSTON, MASs. 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET, MILWAUKEE. Wisconsin 
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IMPORTANCE OF CONSISTENCY 


y ) FREE TREAD LASTS HAVE THE SAME 
N77 «CHARACTERISTICS TODAY AS THEY 
y DID SEVEN YEARS AGO .... . 


A treading surface wide enough to permit the 
foot to relax and lie flat without bunching. 


A fairly straight natural innerline taking the 
pressure off the great toe. 


The outer ball brought back and the forepart 
made sufficiently long to provide room for all five toes. 


The shank wide with a low sloping line under the 
outer border, supported by a rigid steel shank and a 
7 20 high, well-arched contour on the inner border providing 

M O D E Ls a bandage-like support for the springy inner arch. 
IN-STOCK 


31 Styles of FREE 


TREAD Shoes with 


straight seats. FREE TREAD Shoes are therapeutically correct, 

providing a balancing foundation closely approximating 

nature’s own balance. Therefore they tend to bring a 

TREAD Shoes with foot into natural balance, keeping a good foot healthy 
and eliminating as much as it is possible to do with 

TRI-BALANCE Founda- shoes, painful feet, whether the pain is due to bunions 

tion. or callouses, weak arches, rolling ankles, or other con- 
ditions. 


The heel seat wide enough to permit the foot to 
seat itself properly with the back of the shoe tilted to 
elevate the inner border of the heel, thereby straighten- 
ing the foot, eliminating slipping at the heel and crowd- 
ing forward into the forepart. 


23 Styles of FREE 


Pick a resource that gives 
Merchants who prefer these shoes with a built-in 


corrective feature, can obtain them with the TRI- 
BALANCE Foundation, the three-flange innersole that 
helps straighten weak feet and tends to control elongat- 
ing feet. 


you profit and prestige. 


Write for Catalog 





W. B. COON COMPANY 37 CANat street, rocHester, N. Y. 


47 West 34th St.. New York City * 1800 Republic Building, Chicago, III. 
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Illinois Retailers and Travelers Plan for Convention 


a —_— 


Members of the Illinois Shoe Retailers and Shoe Travelers associations met at the Faust Hotel in Rockford, recently, to 
plan their annual conventions, to be held there June 2-4. Shown in above photo (left to right) are, standing: O. Katz, 
DuBarry Shoe Company; I. J. Kwass, €. V. Weise Company; H. G. Lowe, D. J. Stewart and Company; R. A. Baker, Tweedie 
Footwear Corporation, Rockford; Roland E. Lips, St. Louis, Mo.; J. P. Masters, Masters Shoe Company; W. J. Crawford, 
Peoria; Bert M. Wiilcoxen, Peoria; G. M. Bristol, Peoria, and J. H. Pontius, convention manager of Rockford Chamber of 
Commerce. Seated: W. E. Swain, Bowman Brothers, chairman of Style show committee; C. A. Swanagan, Freeman Shoe 
Company, Beloit, president of Shoe Travelers Association; C. A. Rowland, Peters Shoe Company, Rockford; Ralph K. 
Masters, convention chairman; Paul F. Schmidt, Wausau, Wis.; O. B. Boyd, secretary-treasurer of Shoe Travelers Association, 
Indianapolis, Ind.; Martin W. Scherff, Peoria, president of Shoe Retailers; John Moser, Jr., Secretary-treasurer of Shoe Re 
tailers, Peoria; Daniel Coppenter, Peoria; M. R. Fraser, Rockford; O. W. Myers, Peoria, and Herman Driefuss, Bloom 


Brothers, Chicago. The convention will attract shoe dealers from all sections of the state. 


ONE OF GODMAN’S FIVE 
NEW LINES FOR FALL 








USTOMERS know what's what in slide fast- 
¢ eners. There’s no “one’s as good as another” 
attitude about it! 

How do we know?...80 leading stores found 
out for us. 

They questioned tens of thousands of men and 
women ...and found... 

More than 80% of those answering said they 
know there are bad slide fasteners! 

The vast majority want Talon slide fasteners. 

In fact, *among the thousands who expressed a 
preference the vote for “Talon” over any other 


WRITE 
“MUST HAVE 


TALON FASTENERS” 


REG. U.S. PAT. OFF. 


70 TIMES! 
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brand is actually more than 70 to 1! 

If you want to risk customer suspicion you 
can pass off an unknown slide fastener in your 
galoshes! 

If, on the other hand, you believe in giving the 
customer what he wants...then you'll listen to the 
70 to 1 majority! 


Remember: it doesn’t cost you any more to 
write “must have Talon slide fasteners” on all 
your galosh orders! 


TALON, INC., MEADVILLE, PENNSYLVANIA 





BECAUSE IT’S THE DEPENDABLE SLIDE FASTENER 


—PEOPLE PREFER 








a. w 
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Irving Drew President 
Reports Record Season 


LANCASTER, OHIO — George Utley, 
president of the Irving Drew Corpora- 
tion of Lancaster, announced last week 
at the company’s semi-annual sales con- 
ference that the season just closed was 
the best they have had since the reor- 
ganization of the company. 

The entire sales force spent the week 
of April 22-26 at the factory making a 
study of the new line and the outlook 
for the season ahead. In presenting the 
new samples to the roadmen, Mr. Utley 
said: “We have built the strongest and 
longest line of fine salable shoes that 
we have ever presented for the mer- 
chants’ consideration. We are very op- 
timistic over the outlook. 

In further development of this com- 
pany’s program of building shoes 
around basic standards of fit, Mr. Utley 
announced the addition of three new 
lasts carrying the reduced heel fitting 
feature, a 14/8 and a 15/8 last for Gyp- 
sy tie production and a 16/8 last for 
dressier types carrying open heels. 

The attending salesmen were: N. J. 
Levy, East Coast Territory; S. J. Al- 
derman, Mr. Levy’s associate; E. A. 
Drew, Pennsylvania; C. F. Getsinger, 
Ohio, Michigan, Indiana, and part of 
Illinois; H. E. Griffith, West Coast; 
Russell L. Johnson, Northern Middle 
West; W. T. Mitchell, Southwest; Ely 
B. Smith, Southeast; C. L. Spencer, 
Southern and Southeast Coast. 


(43) 


Feature New Brown Shade for Summer 


New York—The I. Miller Salon at 
54th Street and Fifth Avenue intro- 
duced last week a new shade called 
Brazen Brown in shoes and matching 
accessories. According to Samuel Pol- 
lock, manager, this shade is a true rich 
brown with no olive overtones or slatey 
cast. He says: 

“Brown has been a dark horse for the 
past three months and is now an impor- 
tant Spring accessory color. It will 
carry straight through the Summer for 
the first time in years. We even expect 


to trim white shoes with it, whereas 
until now we have trimmed them only 
in Russia calf shades. We expect to 
start it for Fall selling in August right 
along with black. Brown usually sells 
in October, November and December, 
when women are wearing their brown 
furs, mink coats, etc., but in the last 
year it has become a staple shade. It 
did well last year, and it will be even 
better this year.” 

This Brazen Brown is a particularly 
good kidskin color, Mr. Pollock believes. 


ONE OF GODMAN’S FIVE 


NEW LINES 


FOR FALL 
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Eaton Announces New Policy 
And Expansion 


BrockTon, Mass.—C. A. Eaton Co., 
makers of Crawford Shoes since 1877, 
have announced to the trade a sensa- 
tional new policy marking another im- 
portant milestone in one of the long 
famous names in the shoe industry. 

Under their new policy, prices have 
been considerably reduced across the 
board to permit full-profit retailing in 
the established popular $5 and $6.50 to 
$6.95 price grades. The Crawford line 
has also been expanded, embracing 
many new styles with new lasts, pat- 
terns and leathers, together with mod- 
ern style promotions in each grade 
especially designed to appeal forcefully 
to the younger men’s trade. 

The entire Eaton factory has under- 
gone a modernization of equipment and 
stock facilities making this change in 
policy possible without sacrifice in the 
traditional high quality of shoemaking 
and materials which have always char- 
acterized Crawford Shoes. 

In order to carry out this plan, the 
Eaton sales force has been augmented 
by salesmen widely known in the trade. 
Robert F. “Bob” Doyle, widely known 
throughout the South through his many 
years of sales work there handling out- 
standing lines, will cover the territory 
from Richmond to Texas and the South- 
west. 

Alfred “Al” 


Harris, for years a 


manufacturer of hand-turned slippers, 
and widely known from coast to coast, 
will cover New England. 

A. L. Biggerstaff, who needs no in- 
troduction on the West Coast, will cover 
that territory. 

Edmund S. Kornsand will continue 
his work of the past fifteen years, con- 
centrating on New York City, Phila- 
delphia and Washington. Hugh Doyle 
will cover Pennsylvania, Ohio and 
Indiana. James Stein will continue in 
Greater New York, the Bronx, West- 
chester County, Long Island, New Jer- 
sey and environs. C. C. Eaton, Jr., will 
combine the duties of sales manager, 
with those of covering Chicago and the 
Middle West territory. 


Big Dinner Meeting Planned 
By Travelers 


Boston, Mass.—Plans for the first 
annual dinner and entertainment of 
The 210 Associates, Inc., to be held the 
first night of the Boston Shoe Fair at 
the Hotel Statler, Boston, are rapidly 
nearing completion, it was announced, 
recently. Headline radio and stage per- 
formers will provide entertainment for 
the evening, and the entire program is 
expected to last two and one-half hours. 

For this event, The 210 Associates, 
Inc., is making up a program book in 
which advertising space is being sold, 
proceeds of which will go directly into 
the relief fund. 


[45] 


Founded early this year, The 210 
Associates, Inc., was organized to meet 
emergency needs of shoe and allied- 
trade salesmen. Previously, needy sales- 
men were assisted by “passing the hat,” 
a procedure which created for them 
much undesirable publicity. Now, funds 
are provided each needy case with ab- 
solutely no identification of recipient; 
cases are submitted to the relief com- 
mittee by number alone. Absolutely no 
interest charges are made on these 
loans, which have long-term payment 
arrangements. Permanent headquarters 
are at 210 Lincoln Street, Boston. 


Footwear Credit Program 
At Toronto 


TORONTO, CAN.—Credit executives of 
the Footwear Industry will hold a two- 
day meeting at the Royal York Hotel, 
Toronto, on May 21 and 22 in conjunc- 
tion with the Forty-Fifth Annual 
Credit Congress of the National Asso- 
ciation of Credit Men. 

The program for the Industry Ses- 
sions has been prepared under the 
chairmanship of E. J. Ball, of the 
Brown Shoe Company, St. Louis, Mo. 
A number of interesting subjects wil! 
be presented for open forum discussion, 
including “Credit Managing a Shoe 
Credit Department”; “Collection Meth- 
ods and Procedure”; “What Can We 
Do About the ‘Returned Goods’ Evil?”; 
and “Are You Selling Terms?” 








ben | — White Elk 
Calf. White 


4134-R — White Duro 
Elk. 1242/8 Heel. Vis- 
colized 


7607-R — White and 
Brown Mello Grain. 


le. 
In-stock — $2.50 


® Make the most of the 
peak demand that will 
develop between now 
and Decoration Day for 
Sport Welts. 


MODERN MISS sport 
shoes have the country's 
smartest styling at “Buy 


Appeal” prices. 


They are the standard 


of comparison. 


Now is the time to check 
your stock and order 
your requirements from 


these illustrated Hits. 


Catalog showing addi- 
tional popular in-stock 
numbers sent on request. 


7608-R — White and 
Brown Grain. Turf- 
Hugger Spikes. 
In-stock — $3.00 


1792-R White Genuine 
Pig. 12/8 Heel. White 
Nap Sole. 
In-stock — $2.40 


5746-R — White Elk 
with Tan Calf. LARGE 
EYES. RED Rubber 


Sole 
In-stock — "$2.50 


MILWAUKEE 


Step out with 


4216-R — Tan 
Genuine + 
skin. 1242/ 


Heel. 
In-stock — $2.40 
4215-R — White 
In-stock — $2.40 


Best Results from 
Your Advertising Dollar 


[CONTINUED FROM PAGE 23] 


will click in one medium and flop in 
another. It will pull one day, and per- 
haps not even get a nibble on another. 
But you can’t definitely say that adver- 
tisement is a total failure. It may 
have created subconscious impressions 
—many of them—it may have been 
building good-will which later will be 
translated into sales. In my opinion, 
NO advertisement, thoughtfully pre- 
pared and properly placed, is ever en- 
tirely lost. 


"Medes; Wie 


7578-R — Tan 
Genuine Pig. 
Red Rubber 


Sole. 
In-stock — $2.50 
er — White 
In-stock — $2.50 


The advertising dollar appropriated 
but not spent is not necessarily a dollar 
saved. It may mean dollars lost in 
slackened turnover, choked shelves and 
stockrooms, consequent profit-killing 
mark-downs. Net that an advertiser 
should go berserk on the question of 
frequency of insertion or dominance 
of space. Large advertisements—great 
areas of white space—may be impres- 
sive to the newspaper men and those 
of the advertising fraternity who know 
the cost, but to the layman they don’t 
mean a thing! 

Our store policy is, rather, to run in 
smaller space, consistently, to keep 
everlastingly hammering away at our 
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potential market with what, we think, 
are attention-attracting, impression- 
creating, confidence-building advertise- 
ments—to keep ever before those wo- 
men who might logically be considered 
possible customers, the Innes Shoe 
Co. name and store, and the branded 
lines we carry, such as Foot Savers, 
Schwartz and Benjamin Customcrafts, 
Rice-O’Neills, Naturalizers, and others. 
To illustrate the type of advertise- 
ments which, through appropriate art- 
work and suggestive copy, should create 
definite impressions upon the prospect’s 
mind regarding the quality, styling and 
right pricing of Innes’ shoes, I am ac- 
companying this article with a few of 
our recent newspaper advertisements. 


Streamlined Windows 
[CONTINUED FROM PAGE 30] 


The actual windows are notable for 
their fine simplicity of design and pro- 
portion. These, too, are finished in 
oyster white, but indirect lighting 
makes it possible to vary them at will 
with colorful stage-lighting. Colored 
panels afford another way of lending 
variety on special occasions, making it 
a simple matter to keep displays fresh 
and sparkling. 

Effective as these windows are from 
the standpoint of public interest, they 
have proven to be particularly practi- 
cal from the merchant’s viewpoint as 
well. By the use of small units, shoes 
of widely different types may be dis- 
played simultaneously without confu- 
sion. Small groups may be featured by 
brand, price, or color and material, 
and because the unit idea means that 
only a partial change need be made at 
a time, it is a simple matter to keep 
displays up to the minute as shoe ship- 
ments arrive, without disturbing the 
main display. 

As the Frank Werner store at 874 
Market Street is one of the few remain- 
ing family shoe stores in the country, 
a portion of its window space is de- 
voted to men’s and children’s footwear, 
and here, too, the value of the unit 
window display is emphasized. The en- 
tire left-hand window space is devoted 
to this merchandise, and the smaller 
window units make it possible to 
achieve the difficult feat of showing 
men’s, misses’ and children’s shoes in a 
comparatively limited space without 
the inevitable confusion of the conven- 
tional store window. 


Lawrence Jones Leaves 
Dunn and McCarthy 


RocHESTER, N. Y.—Lawrence Jones, 
traveling salesman for Dunn and Mc- 
Carthy, Inc., Auburn, N. Y., shoe manu- 
facturers, has resigned because of ill 
health. He was a brother of the late 
Buford Jones, president of the com- 
pany, who was found dead at his home 
in Auburn last December from a gun- 
shot wound. Mr. Jones’ territory was 
all of New York State. 
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Pay Tribute to Tim Murphy 


Boston—Surrounded by company ex- 
ecutives and associate salesmen, Timo- 
thy Murphy, dean of the country’s 
travelling salesmen, who recently re- 
tired after fifteen years’ service with 
the Green Shoe Manufacturing Co., was 
the guest of honor at a reception and 
banquet at the Copley Plaza Hotel last 
Friday evening. From his fellow sales- 
men Tim received a beautifully in- 
scribed 21 jewel gold watch and a solid 
gold, antique chain, the presentation 
being made by Samuel J. Slosberg, sales 
manager of the company, who presided 
at the dinner. 

From the firm itself Mr. Murphy, 
who goes into retirement at the age of 
75, received a substantial check which 
was presented by J. A. Slosberg, presi- 
dent of the company, who eloquently 
paid tribute to Mr. Murphy and cred- 
ited him with having been one of the 
reasons for the success of the Green 
Shoe Mfg. Co. Mr. Murphy, as Mr. 
Slosberg expressed it, retires as star 
salesman emeritus, and will forever re- 
main on the official roster of the Green 
Shoe Company’s extensive staff of sales- 
men. 

Tim is an ardent baseball fan, a 
hobby which he will have sufficient time 
to follow through the Summer months, 
and during the Winter months he will 
follow his beloved Red Sox through 
their Winter training camp. 

Eugene N. Rivers, who succeeds Mr. 


— 


Murphy in the latter’s territory, re- 
ceived a most cordial reception from his 
new associates when presented at the 
dinner. 


Buffalo Campaign Becomes 
National in Scope 


BuFFraLo, N. Y.—The campaign of 
the Greater Buffalo Shoe Retailers’ As- 
sociation and Affiliated Shoe Trades to 
take industrial concerns out of the shoe 
business has rapidly progressed from 
a local to a state campaign, and now 
has entered the national field. Harry 
J. Deters, business manager of the as- 
sociation, received a letter from United 
States Attorney General Robert Hough- 
nut Jackson, in answer to a local letter 
in which he asked for facts on this 
side-line shoe selling, the names of 
the concerns practising that policy and 
whether or not the shoes entered into 
interstate commerce which would bring 
it under federal scrutiny. 

The association already has arranged 
to bring the matter before the conven- 
tion of the New York State Shoe Re- 
tailers’ Association in Syracuse, June 
16 and 17, where a bill will be discussed 
and whipped into shape for introduc- 
tion at the next session of the state 
legislature which would prohibit manu- 
facturers from selling anything to their 
employees except gum, candy and 
tobacco, exclusive of the products they 
manufacture themselves. 
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“In addition to receiving assurances 
of support from dozens of retail shoe 
men from all over the country,” Mr. 
Deters said, “L. E. Langston, executive 
vice-president of the National Shoe Re- 
tailers’ Association, has advised Presi- 
dent Ernest R. Park, of the State As- 
sociation, that his organization has 
joined with the American Retail Fed- 
eration in a united effort to combat this 
practice. Leaders in all retail lines 
realize, as we in Buffalo long ago dis- 
covered, that if this practice of selling 
products by manufacturers, other than 
those they make themselves, is per- 
mitted to grow, the whole retail struc- 
ture will be undermined. 

“The American Retail Federation, 
with headquarters at Washington, has 
over 200,000 retail members. With this 
association actively joining hands with 
our Buffalo, State and National Asso- 
ciations, I don’t believe it will be long 
before manufacturers will heed a re- 
quest from 200,000 of their best cus- 
tomers to stop this practice. If manu- 
facturers really understood the 
pernicious effects of this practice, they 
would speedily terminate it. All busi- 
ness is interrelated and if the retailers, 
natural outlets of manufacturers, suf- 
fer, the manufacturers themselves will 
feel the effect on their own sales. If 
shoes are not properly fitted, the manu- 
facturers in many cases will feel the 
effects in their insurance rates.” 


ONE OF GODMAN'’S FIVE 
~NEW LINES FOR FALL 


‘\ 
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the perfect leather for elasticizing 


Maracain Kid has clicked from the time of its introduction two years 
ago. It has been used successfully in play shoes, street shoes, high- 
fashion and comfort shoes. It is at its best in town shoes for fall. Trim 
and soft, its grained surface is a perfect accompaniment for woolens. 
In black, in Conga Brown, Airway Blue, Red Port, and Promenade 
Green, it will be seen on the smartest streets of America. Maracain 
elasticizes more successfully than any other material, and in fall 
shoes, this treatment of Maracain has been favored again and again. 
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Clever Display Slants 
[CONTINUED FROM PAGE 25] 


Lifties as most startling innovation in 
women’s footwear.’ In this ad we 
quoted extracts from articles by the 
fashion editors of each of the four local 
papers. We devoted our windows in 
our four local stores that week exclu- 
sively to wedge soles. The campaign 
was backed up by radio, which was also 
in the form of a fashion story. The 
following week was devoted to a series 
of small ads stressing the comfort and 
practicability of wedge soles, which was 
designed to counteract the resistance 
of some of our more conservative cus- 
tome:s to this new sole treatment. 

“While we have had very unfavor- 
able weather conditions, we are well 
satisfied with the results on our wedge 
sole campaign so far.” 

The Hahn display illustrated at the 
beginning of this article reflected the 
spirit of Spring with its tree motif, the 
shoes appearing as blossoms on the tree 
branches. While it isn’t the first time 
the tree idea has been used in window 
display, its use here proved very effec- 
tive and it is interesting to find a New 
York store, the Ansonia Shop on West 
34th Street, famed for its dramatic dis- 
play presentations, also using a tree as 
its central feature in a window devoted 
to Spring footwear. 

The Styl-Eez window displayed on 
the opening page of this article was 


used by Strouss-Hirshberg Co., of 
Youngstown, Ohio, and it won first 
prize of $100.00 in a recent Styl-Eez 
window display contest. Along with the 
Styl-Eez contest, The Selby Shoe Com- 
pany, manufacturers of the line, gave 
a $500.00 wardrobe prize to Mrs. Edna 
M. Smith of Windsor, Conn.; $300.00 
wardrobe second prize to Mrs. B. E. 
Trotter, Paoli, Ind., and a $100.00 third 
prize wardrobe to Mrs. Marjorie S. 
Truitt, Snowden, N. C. In addition, 
two hundred pairs of Styl-Eez shoes 
were awarded to weekly winners dur- 
ing contests in the month of March. 

“This is one of the most successful 
promotions we have ever had,” said 
W. E. Lawson, advertising manager 
for Selby, “as it tied in the consumeis 
who had to come into the store and 
write twenty-five additional words or 
less in answer to the statement ‘I like 
the (name of model) Styl-Eez shoe be- 
cause .” A separate contest for 
Styl-Eez salespeople was held at the 
same time, winners of which will be 
announced shortly. 

The Potter Shoe Company (Cincin- 
nati) window was designed with the 
thought of telling a shoe story in a 
different way, the theme being devel- 
oped around the idea of cooking, which 
is almost second nature to any woman. 
“We've cooked up new Spring styles 
for you” was the background caption 
and a miniature chef was the central 
figure. 

The last was featured as most impor- 
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tant in the Franklin Simon window re- 
produced as the fifth in this week’s 
group of windows, which also incorpo- 
rated an unusual display idea with wire 
springs supporting hands on which the 
shoes were displayed. “The Story is in 
the Last,” said the caption, “that makes 
your foot look inches small in our ex- 
citing shoe exclusives.” 


St. Louis, Mo.—As the highlight of 
Blue Ribbon Shoemaker’s recent semi- 
annual sales conference, held at the 
Hotel Lennox, April 29 and 30, general 
manager A. C. Fleener announced that 
for the coming season their advertising 
plans include an interesting mailing 
piece of the tabloid newspaper style, 
containing reproductions of their news- 
paper mats, backgrounds, window cards, 
etc., all designed and developed so that 
they tie in with the full color ads which 
are to appear in Vogue and Harper’s. 

No change in price has been made. 
The salesmen attending were: Herman 
J. Schaffer, New York and Northeast; 
L. J. Schaefer, Ohio and Indiana; Nat 
Berkowitz, West Coast; George Bomar, 
Southeast; Leon Bomar, Central South; 
J. J. Buckley, Southwest; C. H. Ny- 
lander, Minnesota and Wisconsin; Otto 
Jennings, Pennsylvania and West Vir- 
ginia; George Stroup, Missouri, Kansas, 
and Iowa; J. H. Terry, North Carolina, 
South Carolina, and Georgia. 
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Special Proposition 
For Volume Orders 


Co-operative Local 
Advertising. 


TO RETAIL PROFITABLY AT 


$399 $F00 o $6°0 


There’s a Place for W. 


L. Douglas 


The new, Fall Douglas line fills the bill on every merchan- 
dising point. Extra Fast Styling, Extra Value, Extra Speedy 
Turnover — That’s what makes W. L. Douglas the buy of 
the Season. Key retailers, who have seen this line, say — 
“Here’s the extra line that will move.” Better get that vote 
in early, there may be an exclusive Douglas Franchise open 


in your community. 


W. L. DOUGLAS SHOE COMPANY 
BROCKTON MASSACHUSETTS 
200 CHURCH ST., N. Y. C. @ HOTEL LANKERSHIM, LOS ANGELES, CALIF. 





Shoes in Every Community in America 
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New York Attracts Nation’s Shoe Buyers 





Metropolitan, St. Louis and Other Manufacturing Markets 
Represented by Comprehensive Showings as Retailers 
Place Orders for Fill-ins and Early Fall 


New York — Shoe buyers from all 
over the country came to New York 
last week to look over “first run” lines 
for Fall and to place orders, not only 
for early Fall shoes, but to fill in Sum- 
mer stocks with needed styles and add 
to the sum total of their knowledge of 
what’s new. It is a tradition of long 
standing for buyers to visit the metro- 
politan market at this time with these 
purposes in view. The showings of the 
Footwear Guild in recent years have 
been the magnet that has drawn them. 
This year there was no Guild showing, 
but New York, Brooklyn and Long 
Island manufacturers formerly identi- 
fied with the Guild held showings in 
their own sample rooms and enter- 
tained the visitors in their own ways. 

The St. Louis Shoe Manufacturers 
Association for the first time staged a 
market showing in New York, with an 
exhibition of more than seventy lines 
at the Commodore, including those of 
some manufacturers outside of the St. 
Louis market who participated by in- 
vitation. At the Hotel McAlpin about 
a hundred lines were on display, most 
of them being in the popular price 
ranges, and there was also a large 
showing at the New Yorker. Many of 
these showings began Sunday, but Mon- 
day witnessed the real influx of buyers 
and an elaborate cocktail party given 
by the St. Louis group at the Com- 
modore Monday evening proved the so- 
cial climax of the week. 

Certain general style trends could 
be noted in the women’s shoes shown 
in various price ranges. Lasts, heels, 
soles and top lines were among the 
chief centers of interest. There were 
Walled lasts with both rounded and 


square toes. Toes were standard in the 
majority of models, but many lines in- 
cluded a few upturned Turkish styles, 
both rounded and squared. Comfort 
and a flattering shortening of the foot 
are reasons for the continuance of these 
styles into Fall. 

Main topic of discussion in the hun- 
dreds of showrooms this week was the 
question of what type of heels will be 
best for the coming season. They were 
seen in a wide range of unusual shapes 
and trimmings, including many wedges 
and semi-wedges, some plastic and 
plastic trimmed heels. Designs un- 
known to the trade a few years ago 
are now in everyone’s line and a few 
manufacturers have come out with new- 
er and even more radical ideas. 

Sole interest is back in the picture. 
Platform soles are included in many 
lines, considered important as an area 
in which to repeat the trimming treat- 
ment of the upper. 

Top line interest was distinguished 
chiefly by variations on the d’Orsay 
line. The classic d’Orsay is used, placed 
at about the center of the side. Or it 
is pushed further back, much nearer to 
the heel. Or it takes the form of a 
wide deep curve, set well forward to- 
ward the toe. All are important and 
all are flattering to the foot. 

In patterns, trimmed pumps, stepins 
and slipons—the higher types of step- 
ins—take first place. Many new and 
attractive ways of trimming pumps are 
on the market. Besides bows—of which 
there are many types from fluffy and 
shirred to flat tailored—there are con- 
trasting appliqués, stitchings, braid- 
ings, pleatings, etc. A carry-over from 

[TURN TO PAGE 66, PLEASE] 


Paul Williams Joins Milius 
In St. Louis 

New YorkK—Paul G. Williams, well- 
known throughout the industry, has 
resigned his position with Gregory & 
Read Company, Lynn, Mass., to join 
Milius Shoe Company of St. Louis. Mr. 
Williams was in charge of merchandis- 
ing, styling and sales for Gregory & 
Read, being associated with the firm 
since April, 1939. 


PAUL G. WILLIAMS 


Previous to his connection there he 
had been with the shoe division of 
Montgomery Ward for two years, and 
before that he had charge of the Styl- 
Eez division of Selby Shoe Company, 
Portsmouth, Ohio. 

Mr. Williams will head a new divi- 
sion of Milius Shoe Company, making 
a complete line of style shoes to retail 
for $5. The line, which will cover 
shoes ranging from low heel types to 
those carrying a 20/8 heel, will be na- 
tionally advertised. It will have a name 
which will be announced later. 

A complete sales force will carry the 
new line and will be on the road at the 
end of this month, Mr. Williams stated. 
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Midwest Shoe Fair Plans Progress 


Cate, Ce ane ea ee with some of the Shoe Fair 
Sreebald, Neubeid Beton ae Co eae Coe © am & © eee Sans William 
E. Newbold, N. models. E. 


Bootery; four 
of the entertainment 


S. Horwitz, Charles Meis Shoe Co., 
; Gene Held, Mabley & Carew. Seated 


chairman 
is Robert G. Nunn of Potter Shoe Company, chairman of the style show, with two 


CINCINNATI—Active planning for the 
coming Midwest Shoe Fair has been 
under way for the last month, and all 
of the committees report excellent prog- 
ress in their particular fields. 

The Style Show Committee and the 


Entertainment Committee, whose chair- 
men are Robert G. Nunn and E. §S. 
Horwitz, respectively, have arranged 
for a style show which they believe will 
far surpass any of the glamorous shows 
of the past years. They will feature 


24 of the loveliest models in Cincinnati, 
all of them wearing a sample size shoe. 
Approximately fifty of the leading 
manufacturers in the country will dis- 
play the very latest in fall footwear on 
the runway. This show and the ac- 
companying entertainment, which will 
consist of several well known acts, will 
be presented before a thousand of the 
best known shoe men, both retailers 
and manufacturers, from all over the 
country. The exceptional beauty and 
cleverness of the Midwest Shoe Fair 
style show has become well known 
throughout the entire industry and the 
show of this year will be of even more 
interest than any of its predecessors. 

An attempt is being made to carry a 
feeling of the Fall trends throughout 
the entire show by having the back- 
ground and models’ costumes express 
the Fall motif, and the beautiful mod- 
els who will present the shoes will add 
to the pleasure of viewing the best in 
Fall fashions. 


Vitality Reaches Peak 
Point in Sales 


St. Louis—A. B. Fletcher, general 
manager of the Vitality Shoe Company 
Branch of International Shoe Company, 
recently addressed a letter to the trade 
announcing the new lines of Vitality 
shoes for women, men, boys and chil- 
dren for the Fall season. Mr. Fletcher 
announces that the Fall lines are com- 
plete, with new lasts and patterns rep- 
resented, and he emphasizes the fact 
that they embrace style, fit and comfort, 
as well as a consideration of the mer- 
chant’s essential problem of a liberal 
retailing profit. 

“The past season reached the high 
point in sales in the history of the 
Vitality Shoe Company,” Mr. Fletcher 
states in his letter. “We have been ad- 
vised by dealers in all sections of their 
successful results, which is very grati- 
fying to us. This is important news, for 
it means that Vitality shoes have met 
the tests of a selling season that has 
been exceedingly exacting at every 
point. 

“Our lines for Fall have been ex- 
panded in scope of patterns and lasts, 
and while style is carefully chosen at 
every point, the utmost attention has 
been given to those factors in successful 
retailing which remain through the 
years of paramount importance, quality 
and fit.” 


New Selby Styl-Eez Salesman 


PorTSMOUTH, OnI0—Harry Thoman, 
of Columbus, Ohio, has joined the sell- 
ing force of STYL-EEZ Shoes made by 
The Selby Shoe Company. Formerly 
connected with his father in the manu- 
facturing firm of Thoman Shoe Com- 
pany, he is an experienced shoemaker, 
as well as salesman. He will cover 
Kansas, Missouri, Iowa and Nebraska 
with the Fall line of STYL-EEZ Shoes 
for women. 
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E. C. Horn with 
Brown Shoe Co. 


CINCINNATI, OHIO—E. C. Horn, sec- 
retary of the Midwest Shoe Fair, has 
announced his new connection with 
Brown Shoe Company of St. Louis, Mo. 
Mr. Horn will have his headquarters in 
Cincinnati and will cover the territory 
within a radius of 100 miles. He will 


ERWARD C. HORN 


carry their full line of women’s shoes, 
including the Air-Step line, the Odette 
line and the Novelty line. Mr. Horn 
will also represent Brown in their chil- 
dren’s division, both the Buster Brown 
and Robin Hood lines. 

Mr. Horn is well known in the shoe 
industry throughout the Middle West, 
having been for twelve years buyer at 
Rollman & Sons Company in Cincin- 
nati. He has always been active in all 
phases of the industry in this locality, 
and was for several years president of 
the Ohio Shoe Retailers’ Association. 
He has also been secretary of the Mid- 
west Shoe Fair committee since its in- 
ception five years ago and has been one 
of the strongest supporters of the Fair. 

Mr. Horn was one of the charter 
members of the Queen City Shoe Club 
on its origination several years ago, 
and has been president of the club for 
two years of its existence. 


Wolff-Tober Acquires 
Hamilton-Brown Factory 


Sr. Louis, Mo.—The Wolff-Tober 
Shoe Mfg. Co., St. Louis, has acquired 
the factory of the former Hamilton 
Brown Shoe Co. at Union, Mo., follow- 
ing negotiations with the purchasers 
this week. 

The Carmo Shoe Mfg. Co., a branch 
of the Wolff-Tober company, will move 
its plant at Carthage, Mo., to the new 
factory as soon as the setup is com- 
pleted. 

The Carmo plant now employs 650 
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workers but this number will be in- 
creased to 800 at the new plant where 
production will also be increased from 
2500 pairs per day to about 4000 pairs 
daily. 

The Wolff-Tober company has also 
purchased the “American Lady” trade 
name from the Hamilton-Brown Co. 
and will manufacture a $5 retail line 
under this name at the new plant at 
Union, Mo. J. I. Kaplan, style man 
and sales manager of the Carmo branch, 
will take over the detailing of this new 
line. 

The new plant will give the Carmo 
branch greatly increased facilities as 
it is modern in every respect. The main 
part of the factory was built in 1913 


but within the last couple of years, a 
large addition was added on and the 
whole factory was modernized. 


No Change in Weyand Policy 


A recent item in Boot AND SHOE RE- 
CORDER made mention of ‘the possibility 
of a higher priced line being made by 
Weyand Shoe Co., Jacksonville, Ill. The 
company announces, however, that there 
will be no change in price. The “Ad- 
miration” line will still be in the $5.00 
retail field. The new line for Fall has 
been sent to the salesmen who will see 
retailers in their respective territories 
as soon as possible. 
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S. M. Montgomery 
Back with Carmo 


CARTHAGE, Mo.—S. M. Montgomery, 
formerly Midwest representative of the py t ae 
Gregory & Read Co., Lynn, Mass., has ioe 
left that firm and has joined the Carmo coll elem gen’ cum 
Shoe Mfg. Co., here, with whom he was Mrs. Day's Ideale— 
associated before joining Gregory & . os Soe 
Read. perience — of close 
cooperation with 
the medical fra- 
ternity whose as- 
sistance has 
invaluable 
signing shoes 
will aid little feet 
to normal healthy 
growth. It’s your 
story to tell when 
you sell. 


MRS. DAY'S 


S. M. MONTGOMERY 


Fort Wayne, indiana. Mr. Montgomery is very well known 
in the Midwest territory having traveled 
in that part of the country for several 
Lounge Abouts years. He was first with the Brown 

Shoe Co., of St. Louis, representing 
—e—" | their Capitol Shoemakers line. Leaving 
- there, he joined the Carmo Shoe Mfg. 
Soft and Hard-Soled Slippers and Co. in their Midwest territory. After 
Sandals from $1.00 to $2.00 Retail. five years with that firm he left to join 
Wholesale price $.521 to $1.15. || Gregory & Read in May, 1939, remain- 


ing with them until his recent change. 
NORMA FOOTWEAR COMPANY in Sentetineny GER esaxy the om To Concentrate on One Store 
62 Schenectady Avenue, tire Carmo line, including the new OAKLAND, CALIF.—Rocsil’s are clos- 
Brooklyn, New York “American Lady” $5 line on which the ing out their shoe business at 1721 
company will soon start production in Telegraph Avenue and will concen- 
~eomermme their recently acquired Union, Mo., trate their sales activities in their other 
plant. store located at 475 14th St. 























Mexican Huaraches 





Tweedie Road Men Meet at Headquarters 








Silva Returns to 
Chas. Kushins Shoe Co. 


OAKLAND, CALIF.—After a_ three Jefferson City, Mo.—Tweedie Footwear Corp. held its semi-annual sales con- 
year’s absence, Joseph A. Silva, one of ference recently at the Jefferson City Country Club. At a dinner meeting con- 
Oakland’s veteran shoe men, has re- ¢luding the conference, Tom Collins of the Kansas City Journal was the principal 


joined the Chas. Kushins Shoe Com- ‘#Peaker. 
pany staff at 1915 Broadway. =~. Charles Tweedie, president of the corpordtion, was presented with a watch by 
In making the announcement, Arthur ve Sarge in connection with his 50th anniversary of association of tie 
bogge eg ~ one grag Those attending the dinner meeting which concluded the sales conference are, 
wjtation back in 1930, and was in %anding, left to right: Jim Carr, Charles Harlan, Bill Marten, Clyde Logan, Gene 
ganization in 1920, and was in Jangkop, Joe West, Ted Legler, Paul Sheley, Fred Frits, John May, Jack Mcy, 
their employ until 1937. Previous to pjick Baker. Company staff, seated, left to right: Maurice Chambers, stylist; Tom 
becoming associated with Kushins he (Collins, Kansas City Journal, guest speaker; Charles Tweedie, president; William 
had been employed with other shoe [yweedie, vice-president; Charles W. Carson, assistant sales manager, and Harry L. 
establishments for sixteen years. Miller, credit manager. 
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Regal to Open New 
Warehouse on Coast 


Los ANGELES, CALIF. — The Regal 
Shoe Co. will open a distributing ware- 
house in this city early in the fall for 
the purpose of supplying their existing 
retail stores with at once service. Plans 
are also being formulated to increase 
the present number of Regal stores on 
the West Coast as soon as desirable 
locations are secured. 


Correction 


A news item published in the April 
13 issue of Boot AND SHOE RECORDER, 
regarding the change in ownership of 
the Gillan Shoe Store, at Crookston, 
Minn., stated that the store had been 
taken over by Arthur Gillespie, who 
had been “in the show business in Ano- 
ka, Minn.” This was a typographical 
error, the fact being that A. I. Gillespie 
was never in the show business, but has 
been in the shoe business in Anoka. Mr. 
Gillespie is secretary and treasurer of 
the Gillespie Shoe Company, a Minne- 
sota corporation, which corporation was 
the purchaser of the Gillan store. 

Mr. Gillespie states that Ray Leese, 
formerly manager and buyer of Laird’s 
Shoe Company, Mason City, Iowa, has 
been installed at the Crookston store as 
manager, and the store will be oper- 
ated with footwear in the higher grade 
brackets, giving certified service and 
guaranteed fittings. 


W. B. Taylor with iia 


Bartley in Southwest 
St. Louis, Mo.—Walter B. Taylor, 


who started in the shoe business by 
working his way through college sell- 


WALTER B. TAYLOR 


ing in a retail store, has recently been 
appointed to the southwestern terri- 
tory by Moulton, Bartley, Inc., St. 
Louis. 


THE I-T- '$ COMPANY - 


... white heels 
that stay white 


ELLOWED or discolored heels 

spoil the smart effect of the 

lovely summer frocks your 
women customers are interested in 
these days. 

So they appreciate I-T -S White 
Toplifts, Cuban and French 
—whether put on by your 
store or by your recommen- 
dation. 

For I-T~-S has solved the 
problem of making heels that stay 
clean white — besides giving long 
level-wear service everyone likes. 


It pays you to specify 1-T -S Heels 
for all your shoe repair work. 


ELYRIA, OHIO 


Soon after finishing school, Mr. Tay- 
lor was in charge of a department and 
was advanced to buyer. Shortly after 
he became a buyer for Sanger Bros. 
in Fort Worth, Texas. Following this 
he went into business for himself in 
Fort Worth and for 12 years was sec- 
retary of the Texas Shoe Retailers’ 
Association. When he later took a line 
into the territory and retired from the 
retailers’ association, he was made its 
enly life member. 

For eight years Mr. Taylor has been 
covering the Southwest with women’s 
footwear, and at the present time is 
a director in the Southwest Shoe Tra- 
velers’ Association. He has a wide ac- 
quaintance throughout the Southwest 
and is looking forward anxiously to 
greeting his many friends with his new 
line. 


Changes in Northwest 


MINNEAPOLIS, MINN.—A number of 
changes have taken place in the shoe 
business in the Northwest in recent 
weeks. 

Bellerud’s Shoe Store, the only ex- 
clusive retail footwear store in Grafton, 
N. D., opened recently. M. P. Bellerud 
is the proprietor. In St. Cloud, Minn., 
Fandel’s, having expanded their orig- 
inal store, have added a women’s shoe 
department, with Herbert F. Muenzler 
in charge. The Midwest Shoe Company, 
local wholesale firm, has moved to 320 
First Ave., North, nearer the central 
wholesale section. 
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New Rubber Sole Line 
Established on Coast 


Los ANGELES, CALIF.—A new shoe 
manufacturing company has started 


making a rubber soled specialty, here. 


It is the P. A. Donahue Shoe Co., 403 E. 
23rd St. They are manufacturing a 
foam rubber soled sandal and scuff for 
beach, slack and house wear for men 
and women. The product has been 
named “Crepas.” The line is made in 
14 colors, in all color combinations and 
features extreme lightness and wash- 
ability due to the use of the new foam 
or beaten rubber latex soling. Sizable 
reorders from good West Coast shoe 
and department stores have established 
the line. Previously to this manufac- 
turing venture, Mr. Donahue was con- 
nected with The Broadway Department 
Store shoe department. 
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Middle Atlantic Convention 
January 19-21, 1941 


PHILADELPHIA—Basic plans for the 
1941 convention and show of the Middle 
Atlantic Shoe Retailers Association, the 
regional group functioning in the five 
states of Pennsylvania, New Jersey, 
Delaware, Maryland, Virginia, and the 
District of Columbia, were formulated 
at a joint meeting of the Board of 
Directors and the Management Com- 
mittee of that organization, held at the 
Benjamin Franklin Hotel, in this city, 


HARVEY FARR 


on May 5. The meeting was called to 
order by John Storch, retiring presi- 
dent, with a representative attendance 
of the members of the organization, 
augmented by Messrs. J. D. Nunn, 
T. H. Embry and H. E. Sneyberger, 
representing shoe manufacturers, and 
I. Frank Oberfield, representing the 
shoe travelers on the management com- 
mittee. 

Mr. Storch turned the meeting over to 
the new president, Harvey Farr, of Al- 
lentown, who extended his thanks for 
the cooperation of the industry during 
the term of his office and pointed out 
the objectives of the organization to pro- 
mote business relationships with supply 
sources, cooperation with fellow retail- 
ers to develop an exchange of ideas, to 
assist in promoting good business prac- 
tice and, through the annual conven- 
tion, to bring from the national field 
the industry’s best thoughts to the local 
and regional field. 

Following Mr. Farr’s talk and the 
reading of the minutes, various letters 
were read and the standing committees 
for the year were named. The re- 
mainder of the meeting was taken up 
with a discussion of the details of the 
1941 convention, the first item being 
the consideration of the invitations ex- 
tended by three cities, Washington, At- 
lantic City and Philadelphia. It was 
decided that the convention should be 


held in Philadelphia, and that the Ben- 
jamin Franklin Hotel be the place. In 
making the decision many factors en- 
tered, among them the central location 
of the convention city and the experi- 
ence gained during the last convention 
as to the facilities of the hotel. 

The date for the convention was set 
as January 19, 20 and 21. After a gen- 
eral discussion covering a number of 
routine matters the meeting adjourned 
to reconvene for further consideration 
of details on September 22 at Allen- 
town, Pa. 


Joseph T. Geuting, Jr., to 
Join Aviation Industry 


New York—Joseph T. Geuting, Jr., 
of Geuting’s, Philadelphia, announced 
that he is leaving the shoe business and 
entering the aviation industry, at the 
directors’ meeting of the National Shoe 
Retailers’ Association on Tuesday. Mr. 
Geuting, who is well known in the shoe 
trade because of the active part he took 
in trade organizations, expects to start 
his new work in about two weeks. 

He has been chairman of the Men’s 
Shoe Style Committee, directing the 
activities of that group and presiding 
at the semi-annual meetings of the 
committee during the N. S. R. A. Style 
Conferences. He was a director of the 
National Shoe Retailers’ Association, a 
member of the National Shoe Fair ex- 
ecutive committee and a member of the 
program committee of the National 
Shoe Fair. 

Mr. Geuting is moving shortly to 
New England. 


Henry J. Miller 


KENTON, O.—Henry J. Miller, 85, 
Kenton, O., who retired in 1931 as oper- 
ator of Kenton’s oldest shoe store, died 
recently of a heart attack. He was a 
82nd degree Mason. His widow and two 
sons survive. He had been treasurer 
of the Kenton Telephone Co. since 
1900. 


California Convention 
Strictly Business 


San FRANCISCO, CALIF.—The coming 
convention of the California Shoe Re- 
tailers’ Association, which will be held 
at the St. Francis Hotel, this city, from 
June 9 to 12, will be strictly a business 
gathering, according to an announce- 
ment issued by Convention Manager 
William J. Ahern. All the extra or spe- 
cial entertainment features, with the 
exception of the usual banquet, which 
will be held on Tuesday evening, hav« 
been eliminated. There will be no golf 
games, no trips, no stag parties, etc. 

“The main reason for this is that 
these side issues distract from the main 
purpose of the convention, which, of 
course, is the buying and selling 0! 
shoes, and the interchanging of ideas 
between retailers. The consensus of 





BOOT anv SHOE RECORDER, May 11, 1940 


Manfiad 


OF NORTHAMPTON, ENGLAND 


A POPULAR 
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MADE IN ENGLAND 
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opinion is definitely in favor of a busi- 
ness gathering. Other years we have 
had all sorts of complaints from both 
traveling men and retailers alike the 
day of the golf game, for the simple 
reason that the people they wanted to 
work with were out playing golf,” ex- 
plained Mr. Ahern. 

The convention will be streamlined 
for business. However, there will be 
two luncheon sessions on Monday and 
Tuesday, at which time nationally 
prominent speakers will deliver perti- 
nent messages. To date over 100 reser- 
vations for sample rooms have been 
made. 


50 Year Old Store Moves 


PITTSBURGH, Pa.—The Kuhl Shoe 
Company, 521 E. Ohio Street, one of 
the oldest shoe retailers in Pennsyl- 
vania, has completed arrangements for 
moving into a new location at 527 E. 
Ohio Street, where the building is 
owned by W. Kuhl. The business has 
been operated at the present location 
for over 50 years. 

This firm has enjoyed considerable 
success since it was founded. A part- 
ner in the business is Mr. Kuhl’s 
mother, who will be one hundred years 
old on her 1.2xt birthday. 

The new store will be modernistically 
equipped and arranged to give his 
many patrons an atmosphere of friend- 
liness. 


W. A. Barney Joins 
Enna Jettick 


AuBURN, N. Y.—An important addi- 
tion to the Enna Jettick sales force 
was announced by Dunn and McCarthy, 


W. A. BARNEY 


Inc., at the sales convention held in 
Auburn April 22-23. 

W. A. Barney, well known in the 
shoe trade, has joined the organiza- 


tion and will travel in Central and 
Southern New York, making his head- 
quarters in Rochester at the Seneca 
Hotel. 

Mr. Barney, one of whose stock 
phrases is “Call me Bill,” is highly re- 
garded for his fine personality and 
marked ability as a salesman. He has 
been in the shoe business since his boy- 
hood, and has devoted his entire career 
to work in this field. Before taking to 
the road, he was a buyer of women’s 
shoes in several important department 
stores. For a number of years he has 
been on the road selling shoes, with 
his headquarters at one time in Roches- 
ter, and more recently in Hartford, 
from which he covered both New Eng- 
land and New York State. 

Dealers in Central and Southern New 
York will soon be receiving a visit from 
Bill Barney with the new Fall line of 
Enna Jetticks. 


Bennett Joins Smith Brothers 


HARRISBURG, Pa.—Ben W. Bennett, 
manager of the Florsheim Shoe De- 
partment in Doutrich’s for the past six 
years, is now associated with Smith 
Brothers Shoe Store, here. 

Well known in Central Pennsylvania 
shoe circles, Mr. Bennett was with the 
Walk-Over Shoe Store here four years 
before being named manager of the 
Florsheim department of Doutrich’s. 
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METAL FLEX and LITHOX 
SOLES AND HEELS 
A combination of steel mesh, metallic, and 
animal substances. 
Long wearing. Metal for NON-SLIP. 
No SPREAD, No CURL, No BULGE 
THE LITHOX CORP. 
WAPAKONETA, OHIO. U.S.A. 

















Egbert Leases Shoe 


Department 


IpAHO FALLS, IpDAHO—The shoe de- 
partment in the Frock & Bonnett Shop 
has been leased by R. C. Egbert, owner 
of the Egbert Shoe Store, Bozeman, 
Idaho. A most pleasing shoe depart- 
ment has resulted. This department 
will be managed by Vincent Egbert, 
son of R. C. Egbert. Mr. Egbert is 
well known in Montana and Idaho, hav- 
ing operated his store in Bozeman for 
the past twelve years. 
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Heavy Advance Registration 
For Boston Show 


Boston, Mass.— Advance registra- 
tions for the Twenty-First Annual Bos- 
ton Shoe Fair, to be held at the Hotel 
Statler and Parker House on June 10, 
11, 12 and 13 have been received from 
over 400 shoe manufacturers to date, 
according to an announcement by Louis 
H. Salvage, chairman of the Boston, 


LOUIS H. SALVAGE 


Shoe Fair. “Even now, six weeks be- 
fore the opening of the Fair, it is an 
assured fact that the show will be more 
than ever national in scope, not only 
insofar as number of exhibitors is con- 
cerned, but in the number of merchant 
buyers, as well,” Mr. Salvage stated. 

Five floors have been reserved at 
each of the two official hotels for the 
display of shoes. A majority of the 
higher-priced lines—$5 and up—will 
be shown at the Parker House, which is 
in. the heart of Boston’s downtown de- 
partment store section, while the so- 
called volume shoes and slippers, and 
lines of wholesalers will be on display 
at Hotel Statler, Boston’s largest hotel. 

Applications for sample rooms have 
been received from manufacturers in 
every part of the country. Practically 
all the leading Cincinnati houses will 
be present. All of St. Louis’ prominent 
manufacturers have made reservations 
—some of them contracting to use more 
space than they did last year. South- 
ern manufacturers also are to be well 
represented. And, of course, all the 
well-known New England shoe con- 
cerns, numbering almost 300, will ex- 
hibit their Fall and Winter shoes in 
this important mid-Summer show. 

The Boston Shoe Fair this year, 
therefore, will give buyers much more 
than a mere cross-section from which 
to make their selection of shoes for 
the Fall and Winter selling season. It 
will enable them to see and study all 
of the representative lines of shoe 


THERE'S no need to worry about picking 
up extra sales . . . just stock Weejuns! 
Now being made in two styles to retail 
at $6.00. and $7.00, an ay are the all- 
urpose slipper for all your customers — 
cane or en a Made from saddle leather, 
natural color or dark brown mounted on 
a hard sole, they've got style and are ideal 
after golf . around the club . . . at 
home ... or at the beach. 
Weejuns are getting a big push this Spring 
with national advertising, so order a g 
supply of the two Wee- 
jun models today. FREE 

talog on request. G. 
H. Bass & Co., Dept. 
BS-42, Wilton, Maine. 


BASS WEEJUNS 


For Men and Women 











manufacturers throughout the country 
—staple and style merchandise —in 
every price grade. 


Opens Enlarged Sales Offices 


New YorkK—N. J. Levy, director and 
East Coast representative of the Irving 
Drew Corporation, announces the open- 
ing of new and enlarged office and 
sample rooms in the Marbridge Build- 
ing, New York. The new suite includes 
Rooms 746 and 748. Mr. Levy was 
formerly in Room 743. Miss Eleanor 
Lee will be in charge. 

Mr. Levy states that the splendid 
growth in sales of Drew shoes has made 
it necessary to enlarge the New York 
office. He adds that the season just 
closed was highly satisfactory and that 
at no time in his entire shoe career has 
he been more enthusiastic over the out- 
look. Both Mr. Levy and his asso- 
ciate, S. H. Alderman, recently spent a 
week at the Irving Drew factory at 
Lancaster, Ohio. 


Forest Park Division Holds 
Sales Conference 


St. Louis, Mo.—The Forest Park 
Shoe Co., specialty branch of Brown 
Shoe Co., St. Louis, held its semi-annual 
sales conference at headquarters the 
week of April 29. A series of meetings 
devoted to a thorough analysis of the 
style and merchandising picture for 
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Wem (0) 777m 2010) dV | and FOOT POWDER 
VOU MAKE FULL PROFIT 


AT SPECIAL SALE 


SPECIAL PROMOTION! This attractive combination of- 
fer wholesales at $4.00 per dozen sets and retails at 49c. 
The Fair Trade Minimum of this combination offer is 49c 
per set for the period of April I stto July 31st, 1940. After 
this date, sets are to be broken up cad the individual 
items sold at not less than their regular Fair Trade Price. 
THE SCHOLL MFG. CO., INC., CHICAGO, NEW YORK 





Fall was climaxed with a company ban- 
quet at the Jefferson Hotel Wednesday 
evening, May 1. This event was at- 
tended by John A. Bush, president, and 
Clark Gamble, vice-president, of the 
Brown Shoe Co. Both spoke briefly on 
the general conditions of the industry. 

The roadmen left for their terri- 
tories May 4. They are as follows: Shep 
Berkowitz, Pacific Coast; Harvey G. 
Clarke, Southwest; Bud Gerland, South- 
east; Roland E. Lips, Illinois, Michi- 
gan, Indiana and Ohio; Frank Machen, 
Middle South; Roy F. Schneider, New 
York and New England states; Birney 
Sims, New York and Pennsylvania; 
C. E. Stouffer, Mountain states; Charles 
Witosky, Northwest. 


Store Ties Up with Baby Week 


Syracuse, N. Y.—Taking advantage 
of National Baby Week to push its line 
of infants’ footwear, Park Brannock 
featured white elk and colored shoes 
for the ultra-young and flexible soled 
moccasin “self-starters” for toddlers, 
not forgetting washable baby shoes and 
square toe socks. Advertisements em- 
phasized the fact that a store which 
has fitted grandmothers and mothers 
with their infant footwear for 30 years 
is qualified to deal adequately with the 
present generation of babies. 


Connors Promoted to Manager 


Boston, Mass.—Thomas J. Connors, 
who on March 1 resigned as manager 
of the Sterling Shoe Store on Temple 
Place to accept the assistant manager- 
ship of the A. S. Beck store on Tremont 
Street, has been promoted to the man- 
agership. 


THOMAS J. CONNORS 


Mr. Connors, who has been in the re- 
tailing end of the shoe industry for 
several years, is one of the best known 





merchants in this city. He was active 
in organizing the Boston Retail Shoe 
Guild a few years ago and is president 
of that association at the present time. 


Pass Tenth Milestone 


CoLuMBus, OHI0—Gordon A. Braw- 
ley and Associates, suppliers of shoe 
materials to factories throughout the 
country, have recently celebrated their 
tenth business anniversary. 

The firm was established in Columbus 
in March, 1930, at 84 West Main Street, 
with a single office and a small stock- 
room. Within a short time, growing 
business made it nececssary for the new 
firm to move to larger quarters at 80 
West Main Street, where it was thought 
at the time that office and warehouse 
facilities would be adequate for some 
time to come. However, it was soon 
necessary to take on more room and 
when it became evident that space at 
this location was not adequate, the 
company moved back to 84 West Main 
Street where they took over the entire 
building. The location was completely 
modernized and the latest office and 
warehouse equipment was installed. 

In addition to their Columbus head- 
quarters, the company now has branch 
offices at Harrisburg, Pa., and Mil- 
waukee, Wis., with seven salesmen call- 
ing on the trade. 
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is a vital text-book on shoe fitting, shoe displays, 
shoe merchandising, conscious always of your, and 


your assistants’ importance in performing a person- 
alized service at the Fitting Stool, the Point-of-Sale. 
No matter how good the shoe, it must have this 
Personalized Service. 











[62] 





BOOT ann SHOE RECORDER, May 11, 1940 


National Shoe Fair to Be Held 





STANLEY HEALD 
Chairman, 1941 National Shoe Fair 


AT a meeting of the executive committee of the 
National Shoe Fair held at the Commodore Hotel, 
Tuesday night, May 7, unanimous action was taken in 
selecting January 6, 7, 8 and 9, 1941, as official dates 
for the 1941 National Shoe Fair, to be held in Chicago. 

Stanley Heald, chairman of the National Shoe Fair 
and president of The Stetson Shoe Company, South 
Weymouth, Mass., made the announcement following 
the meeting, which was attended by all of the members 
of the committee. The following motion was unani- 
mously passed by the committee: 

“It was the opinion of this committee that the week 
of November 4 of this year, under ordinary conditions, 
was most desirable for the holding of the National Shoe 
Fair, but in view of the national election which is to 
be held this week, and a desire that all members of the 
industry do their duty and vote, and in view of the 
inability to get satisfactory arrangements at the hotel 
for days following election day, it was unanimously 
decided to hold the National Shoe Fair in Chicago, 
January 6, 7, 8 and 9, 1941.” 

The adoption of the first week in January for the 
official opening dates follows a precedent established 
at the five previous fairs. 

“The committee recognized,” said Mr. Heald, “the 
growing sentiment developing in the industry, both on 
the part of manufacturers as well as many retailers, for 
an earlier date for holding the National Shoe Fair. 

“Full discussion was given to this question, particu- 
larly the consideration of the first week in November. 


January 6-9, 194I1 
In Chieago 


Tuesday, Nov. 5, 1940, being election day, the com- 
mittee dismissed any consideration for the first part of 
that week. It was convinced that every shoe man, recog- 
nizing his duty as a good citizen, wanted to exercise 
his privilege and vote for his choice for the next presi- 
dent of the United States. 

“While absentee ballots are permitted in many states, 
others do not provide a similar method for voting. 
Attendance, it was believed, would be seriously affected 
by this condition. 

“Having eliminated Monday and Tuesday, Nov. 4 
and 5, for the opening of the Fair, the dates of No- 
vember 6, 7, 8 and 9, Wednesday through Saturday, 
were discussed by the committee as a possible answer 
to the trend toward earlier dates for the Fair. Due to 
previous commitments of hotel facilities in Chicago for 
these dates, it was impossible to provide adequate 
accommodations for handling the Fair. 

“In selecting January 6, 7, 8 and 9, 1941, as official 
dates for the National Shoe Fair, the committee was 
supported in its judgment by the outstanding success 
of the fairs held at this period during the past five 
years. 

“Recognized as the dominant shoe show of the indus- 
try, it enjoys the sole distinction of being the only show 
sponsored jointly by the National Shoe Retailers’ Asso- 
ciation and the National Boot and Shoe Manufacturers’ 
Association. 

“This number one attraction of the shoe world brings 
together the greatest number of buyers and the largest 
number of lines exhibited anywhere at one time, in one 
city, under one roof. Each year it surpasses the pre- 
vious year’s high record for attendance. Each year 
establishes a new high record for accomplishment in 
service to the industry. 

“The 1941 National Shoe Fair will be new in ideas— 
complete in authentic Spring styles—fresh in its appeal 
and approach to the problems of buying and selling. 

“To manufacturers and merchants we say, ‘GET 
THINGS DONE IN °41 AT THE NATIONAL SHOE 
FAIR.’ The business opportunity for all shoe men, 
jointly sponsored by two great associations, the National 
Boot and Shoe Manufacturers’ Association and the Na- 
tional Shoe Retailers’ Association.” 

Members of the committee in attendance in addition 
to Stanley Heald, chairman, were: F. I. Curtis, Curtis- 
Stephens-Embry Co., Reading, Pa.; N. Ettlebrick, Ettle- 
brick Shoe Co., Greenup, Ill.; Harry G. Johansen, 
Johansen Brothers Shoe Co., St. Louis, Mo.; Harry E. 
Fontius, Fontius Shoe Co., Denver, Colo.; Alfred J. 
Pauly, Stix, Baer & Fuller Co., St. Louis, Mo., and 
Albert Wachenheim, The Imperial Shoe Store, New 
Orleans, La. 
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SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 





W ANTED. Salesman to sell our Union made 
wo eee 8 ee Oe ee 

basis. NORTH 
CEBANON SHOE {OE FACTORY, Lebanon, Penna. 





WANTED: Salesman to carry short line of 
Infants’ and Children’s Pre-Welts as a side 
line. Calling upon regular retail trade. ee a 
commission basis. Advise territory covered and 
other lines carried. Reference. Berkshire Shoe 
Mfg. Co., Inc., Reading, Pa. 


SALESMAN wanted for Michigan, Ohio, Iowa, 
Kansas, N 





conflicting line. Established line of medium 
riced men’s dress welts—instock department. 
tate age and reference. Address $736, care 

hoe Recorder, 239 West 39th Street, 





Werzss: TRAVELING SALESMEN— 
Women’s and Children’s 

slippers, for Middle West, Pacific 

Sou States. Commission basis. 

$734, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


SALESMEN WANTED—for Eastern Penn- 
sylvania and Central tral New York State terri- 
tories to represent large distributor of Men's 
and Women’s Shoes—Retail prices $3.00 to 
$5.00. Established business in both territories. 
Men who apply must be acquainted with trade 
and furnish references. Address $733, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


SALESMAN wanted in Chicago and Pittsburgh 
and surrounding territories to sell medium 








t t 
conflicting line. Strictly commission basis. Ad- 
dress $732, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED—An experienced salesman for Wo- 
men’s shoe lasts in New England territory. 
Write $731, care Boot & Shoe a 23$ 
West 39th Street, New York a 

ing complete chronological ex 





HELP WANTED 


ANTED—AN experienced shoe stylist who 
has styled different price orange of of Women’s 
shoes. rite $730, care Boot & Recorder, 
239 West 39th Street, New York City, N. Y., 
giving complete chronological record of experi- 








POSITION WANTED 


BUYER. STYLIST, MANAGER, many years’ 
ience Fifth Avenue S 
high grade and popular Women's Shoes, 
desires retail connection Middle West or Coast. 
Highest references. Knows all ses mer- 
chandising. Address $739, care & Shoe 
us aad 239 West 39th Street, New York, 








OME MANUFACTURER OF WOMEN'S 

MEDIUM AND BETTER GRADE SHOES 
NEEDS THIS MAN IN HIS SALES DE- 
PARTMENT: Twenty years in shoe business; 
young; aggressive; in excess of 
$1,000,000 in one year. Can style and assemble 
complete lines; knows trade from Coast to 
Coast and can offer finest references and back- 
ground. Contact him at once. Address $709 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








LE WANTED: Energetic young salesman, 

thoroughly familiar with merchants in the 
great Southwest, wants a good line of women’s 
or men’s popular priced shoes for that terri- 
tory. Has also had retail experience. Knows 
merchants’ problems, and can build profitable 
distribution for some- reliable manufacturer. 
Addres¢ $713, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


A LIVE WIRE SALESMAN desires to tie 
up with a live wire manufacturer of shoes 
or slippers who tation in New 
York City. Have excellent contacts for doing 
a real job. Address $738, care Boot & Shoe 
eel 239 West 39th Street, New York, 








FOR SALE 


BUSINESS FOR SALE: Shoe store—Men’s 
better grades; Cheap lease; Volume $40,000. 
Unusually good proposition. Requires $10,000. 
Address $737, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


FoR SALE: FAMILY SHOE STORE, in 
Southern California; one of best locations in 
city over 200,000 population. Established nine 
years; carries medium and better grade shoes; 
One of the most up-to-date stores on the West 
Coast. $15,000.00 cash. Wonderful oppor- 
tunity for right party. Address $735, care Boot 
4 - 5 a 239 West 39th Street, New 
ork, . 


Saw. Retail Men’s and Boys’ Shoe 
Store in downtown Miami; established six years. 
Three year lease at cheap rental; also modern 
front and complete fixtures in store. Lease and 
fixtures $1650. Goodwill alone worth more than 
this. Owner has other interests. M. J. Orr, 
American Bank Building, Miami. 














MERCHANTS’ NEEDS 


Soe For your new white display call: 
ack Manheim, Shoe Window Trimmer, 218 
Kingston Avenue, Brooklyn, New York. Slocum 








FOR LEASE 





PART of store and office for lease. Reason- 
able rent. In the heart of the shoe district. 
Apply Advance Slipper Corp., 134 Duane St., 
New York, N. Y. 





WE BUY 
Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 


ERVIN RUSIN 


89 Reade fad =~ Cha reh 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 
FOR CASH 


retailing men's, women's shoes from $6.50 
one up having short term leases. 
te in confidence to 


A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 

on request. 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shee stocks. 
Branded or unbranded. Generous prices. 

Write, wire or phone 


BARSH & CEASAR 
14 8. Third St. Philadelphia, Pa. 





Phone Market 9139 














Billow Returns to Doutrich’s 


HARRISBURG, Pa.—Oscar Billow, man- 
ager of the shoe department of Stark 
Brothers Store for more than three 
years, is now manager of the Florsheim 
Shoe Department at Doutrich’s, where 
he had been manager of the department 
six years ago. 

Before becoming affiliated with the 
Doutrich store on the first occasion, 
Mr. Billow, who is well known among 
Harrisburg shoe buyers, was associated 
with the Kinney Shoe Store in Harris- 
burg. 





address should be counted. 
The rate for-all display 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 


classified 
Copied Storeng & Sapeite Sa abeunen. 
5% Advertisements for this page must be in our New York office on Friday of the week preceding publication. “®® 


the rate is 7 cents per word. Minimum charge, $1.25. 
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Turnover You Don’t Want 


[CONTINUED FROM PAGE 21] 


a sigh and started to relax his taut 
muscles. Then—suddenly—he stopped. 
Brown, an extra, had caught his eye. 
Brown’s lips framed the number, “33.” 

Resignedly, Grady nodded. He noted 
that the wall-clock showed 4:05 p.m. 
as he moved toward the latest “turn- 
over.” 


Though dressed in fictional wraps, 
the above story is based upon facts 
readily observable in popular price 
shoe stores, small as well as large, all 
over the country during rush periods. 

It is the well-known drama of du- 
plicated sales effort resulting from the 
introduction of new men lacking knowl- 
edge of stock into a sales staff. 

It is the drama of extras, experienced 
but unfamiliar with the stock of a par- 
ticular store, degenerated to the status 
of “customer-holders,” of accessories to 
the regular staff. 

It is the drama of the customer, once 
seated, having heroic and prolonged ef- 
fort expended upon her, while another 
customer exhausts her patience waiting 
for a seat which may never materialize. 

And finally (and this is the crux of 
it), it is the drama of rush period in- 
efficiency and lost business resulting 
from the failure of management to 
train temporary help in a “working 
knowledge” of stock. 

As seen in the opening illustration, 
such failure results in unnecessary loss 
of time through duplication of sales ef- 
forts. It brings confusion into the 
ranks of the regular staff who must take 
time out to help extras find stock, time 
which is doubly precious during the 
rush period. In addition, there is the 
embarrassment and resentment which 
arise when the regular is taken away 
from one customer to wait on another 
(whom some extra has been unable to 
sell). The regular resents the call, es- 
pecially when it occurs at a climactic 
moment of his selling presentation as 
so frequently happens. 

The customer, too, resents the dis- 
appearance of the man who is waiting 
on her. There is also the bad effect 
upon the “turned-over” customer. It is 
an elementary truth that no customer 
enjoys being served by a salesman who 
loses himself hunting for stock. Nor 
does she enjoy any better the experi- 
ence of being passed, like a football, 
from salesman to salesman until she 
can find a man who can wait on her 
properly. Needless to say, her confi- 
dence in the store which handles her 
in this way does not grow. Another 
source of resentment to the “turned- 
over” customer is the “fish stories” the 
floormen improvise in their efforts to 
detain the customer until another sales- 
man can be secured. 

Besides the confusion occasioned in 
the regular staff and the resentment by 
the customers, the failure of manage- 
ment to provide temporary help with a 


“working knowledge” of stock causes 
a high turnover among the ranks of 
the extras themselves. It is to the ad- 
vantage of a store to keep good men, 
even when they are part-time or extra 
help, excepting, of course, those who 
are lacking in sales ability, i.e., men 
who, even with a working knowledge 
of stock, cannot sell. Putting it in 
another way, it is to the advantage of 
a store manager to conserve the ex- 
perience which originates in his store. 


[To BE CONTINUED NEXT WEEK ] 











IN ST.LOUIS STAY AT 


Hotel Lennox 
DOWNTOWN, GOOD PARKING 
GOOD FOOD ano REAL SERVICE 











Fall Trends Seen in Chicago 


CuIcaGo, ILL.—Although whites and 
Summer play shoes dominated sales 
volume, first Fall shoe buying trends 
were also registered at the regular 
monthly shoe buyers’ day of the Chi- 
cago Shoe Travelers’ Association, held 
April 29 and 30, at the Morrison Hotel. 

Fall shoe lines shown included a good 
representation of three-quarter wedges 
in which there was considerable inter- 
est shown. Square toes, sabot straps, 
mudguards, ties, and elasticized stepins 
were prominent in the styles shown and 
bought. Reddish brown appeared to 
be the most important early color in- 
terest with heaviest buying in blacks, 
browns, blues, and a sprinkling of 
wines. 

Volume buying, however, remained 
on whites. Since practically all retailers 
have experienced a retarded season due 
to unfavorable weather, heavy buying 
is expected soon and should concentrate 
of Summer shoes. All whites sold well, 
although generally speaking the great 
demand is for wedges in all types and 
in all color combinations. They are be- 
ing sought especially in all-white. They 
are also being bought in white with 
color emphasis in the wedge, in stripes 
with the strip appearing in the quarter 
and front and with solid wedge, and 
vice versa. Spectators with covered 
heels in brown and white, black and 
white, and blue and white, remain in 
demand in the conservative shops. 

Black and white appears to be a 
popular dress combination in pumps 
and sandals in kid with patent trim, 
linen with trim, and mesh with black 
patent trim. Shantung is much in de- 
mand, being favored over linen for 
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colored shoes. Basket weave and other 
novelty fabrics also sold well in novelty 
and sport shoes. 

The next show to be conducted by the 
association, May 27 and 28, is expected 
to be the largest of the year thus far, 
since practically all exhibitors will have 
their Fall lines at that time. 


Publish Book on Tanning 


Boston, Mass.—For merchants and 
shoe salesmen interested in adding to 
their store of knowledge of upper 
leathers, the American Hide and 
Leather Company of this city has pub- 
lished an attractive 40-page book deal- 
ing with the tanning of calf and side 
leather. 

After an introductory passage deal- 
ing with the qualities of calfskin and 
the sources from which it is obtained, 
the book describes and pictures the 
various processes employed in the tan- 
nery in converting the raw stock into 
finished leather. Some of the processes 
included are those in the beamhouse, 
where the skins are softened and the 
hair loosened preparatory to the next 
operation, dehairing; the impregnation 
of the skin with the tanning liquor in 
revolving drums; “setting out,” or re- 
storing the skins to their former shape 
after they leave the vat; “fat liquor- 
ing,” which softens the skins and tends 
to make them water-repellent; shaving 
and splitting; drying; “staking,”’ which 
again softens the leather following the 
drying process; and “toggling,” during 
which the leather is stretched some- 
what, which tends to keep it smooth 
during the finishing operations. 

Among the latter are described hand 
seasoning, machine finishing, glazing, 
plating, hand boarding, and sueding in 
the case of suede leather. 


Mrs. Margaret Roache 


MILWAUKEE, Wis.—Mrs. Margaret 
Roache, 72, widow of John Roache, 
former shoe manufacturer here, died 
April 29 at the home of a daughter in 
Milwaukee. Mr. Roache died about 10 
years ago. She is survived by four 
daughters and two sons. 





